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with the FINEST 
Newsreel Coverage 



"TEXAS NEWS 



When black, boiling elouds formed over the southwest 
seetion of Dallas at 4:25 P.M. on April 2, "Texas News" 
eameramcn were there to record on film the tornado that 
snaked through Dallas leaving ten dead and millions of 
dollars in damage. Complete eoverage was seen first on 
television at 10 P.M. on "Texas News." 

Later in April, seven years of drought were broken in 
Texas with rampaging floods in Fort Worth, Dallas, Waeo, 
Lampasas and many other communities all over the state. 
WBAP-TV eamcramen got complete and exclusive cover- 
age of swirling flood waters, dramatic rescues and on-the- 
seene interviews with vietims. Some scenes were shot, pro- 
cessed and on the air minutes after their occurrence. 

On June 27, the first hurricane of the season, AUDREY, 
lashed the southeastern tip of Texas and the Gulf coast 
region of Louisiana . . . WBAP-TV cameramen were there 
to bring to "Texas News" viewers the frightening seenes 
of tragedy. 

In the Southwest . . . the first, the finest, the most 
efficient, the most effective newsreel coverage ... is 
WBAP-TV's award-winning "Texas News." 



TEXAS NEWS . . . MORE THAN DOUBLE THE RATINGS 
OF ANY OTHER TV NEWS SHOW IN THE FORT WORTH- 
DALLAS AREA! 



Day af the Week Ratings* 

Sunday 31.2 

Monday .... 27.7 
Tuesday - - - - 19.8 
Wednesday - - - 19.8 



Day af the Week 
Thursday - - 
Friday 
Saturday 

'Weekly average 24.5 



SINCE 1943 - NOW SEVEN NIGHTS A WEEK 



Ratings* 

- 21.8 

- 21.8 

- 27.2 

JO P.M. 



Weather, crime, violence, politics, or whatever the BIG STORY in 
Texas is at the moment . . . fast, complete coverage on film is 
routine for WBAP-TV. Tliat's icliij the "Texas News" lias an aver- 
age rating (ARB) of more than tiviee tliat of the highest opposition 
rating. 



BASIC NBC 

AMON CARTER I AMOSI CARTER ? 



FORT WORTH TEXAS 
STAR TELEGRAM STATION 
I HAROLD HO L-H I C OSC CRANSTON 



PETERS GR FFIN WOODWARD 



ol Rt'p r> mat.* 




more women listen to 

WPEN'S 950 CLUB than any 
other program in Philadelphia* 



THE STATION OF STAR ENTERTAINERS 




* Latest Pulse Report 

REPRESENTED NATIONALLY BY GILL PERNA, INC. Nciv York, Chicago, Los Angeles, San Francisco, Boston 
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DIGEST OF ARTICLES 

How big can JWT get? 

29 There's, no ceiling on its growth says President Strouse. Reason: agency 
is structured to provide limitless number of "teams'' within each depart- 
ment. Hillings are headed toward $300 million, quadrupled in four years 

Volvo goes national with spot radio and hoopla 

33 Swedish small car grew to second place foreign import (behind Volks- 
wagen) on West Coast. Now it's going national using spot radio 

Torture tests still wow 'em 

36 l-ocal mattress company had a small but steady following until it tried 
the old torture test routine on tv. Wham! Sales tripled in no time flat 

Top fall trends 

37 Straight from pages of sponsor's Tv/Radio Basics (out with this issue), 
here's a quick summary of the key air media trends shaping up for fall 

"Why should I buy spot radio?" 

40 Got a client who asks that question? Asking it yourself? Here's a picto- 
graph spread which shows you answer station reps are equipped to give 
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In Upcoming Issues 

What motivates Dr. Dichter? 

"Mr. Mass Motivations Himself" who directs a far-flung web of psycho- 
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Tv basics/August 

August eomparagraph will feature programing costs, "how competing 
clients compare," program index and spot television basics 
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KTHS (LITTLE ROCK) 
Licks The Competition 
in Stamps (Ark.)! 



50-County Pulse Proves 
KTHS Tops In Arkansas 



KTHS is Basic CHS Radio for hit lip Koek and with 
.lO.OOO w;ttts, it also reaches hundreds of small towns! 
and cities throughout the Stale. Places like Stamps 
(Ark.), for instance, witli its 2.10.) inhabitants! 

A new*. 50-eoimty I'nlse stud) »liow- 1 1 < completely 
KTHS (lominates in Arkan»a-. KTHS leads in 190 
out of 240 quarter hour* — vet "competition" is pro- 
vided by 62 other radio stations in the ;tre;t! 

If von want further proof of KTHSs effeclh encss, 
ask the Hcnrv 1. Christ a 1 Co.. Inc. 



PULSE AREA SURVEY— NOV., 1956 


f50 Arlconsoj Counfies) 


All Little Rock rodio stotions plus 56 


other stotions in the respective oreo. 


QUARTER HOUR LEADERSHIP (240 quarter hours) 




7 A.M. to 7 P.M. 


KTHS 


190 quarter hours 


Stolion B 


50 quorter hours 


Stotion C 


None 


Stolion D 


None 


Stotion E 


None 


Stotion F 


None 


Stotion G 


None 


56 Others 


None 
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KTHS 



50,000 Watts 
CBS Radio 



BROADCASTING FROM 

LITTLE ROCK, ARKANSAS 




Represented by The Henry I. Christat Co., Inc. 

Under Same Management as KWKH, Shreveport 

Henry Clay, Executive Vice President 
B. G. Robertson, General Manager 



Lolesl Nielsen figures show KTHS with Weekly Doy- 
time circulolion of 62 counties and over J48.000 
listening families. NCS No. 2 — November, \<?56. 





it out . . . 



wind the clock 
md tune to WBZ-TV 




7 -nights- a-week for the newest films available to television 



New England television viewers go through a nightly 
ritual at 11:15 PM. That's when they tune to WBZ-TV 
for first run feature films . . . the very latest screen 
hits available. 

Feature films are proved audience getters during the 
late viewing hours, and WBZ-TV has "Hollywood's 
Best" . . . Warner Brothers, Screen Gems, 20th Century 
Fox, and United Artists — the first post- 48 features re- 
leased for TV. 

With WBZ-TV now reaching 1,507,149 TV homes 
(100,000 more than before, thanks to our new 1,349-foot 
tower) advertisers have an unmatched chance to sell, 
Sell, SELL! 

So, for a fast start to 1957-58 sales, make sure you get 
your share of the availabilities . . . while they last! Call 



Jim Allen, WBZ-TV Sales Manager, or your nearest 
PGW "Colonel". 

Remember! In Boston . . . and all New England . . . 
no selling campaign is complete without the WBC 
station . . . 



A 





B OSTON 



WESTINGHOUSE BROADCASTING COMPANY, INC. 



Radio: BOSTON. WBZ + WBZA • PITTSBURGH. K0KA • CLEVELAND, KYW • FORT WAYNE, W0 WD 
CHICAGO, WIND • PORTLAND, KEX • Television: BOSTON. WBZ-TV • PITTSBURGH. KOKA-TV 
CLEVELAND. KYW-TV • SAN FRANCISCO, KPiX 

WIND represented by A M Radio Sales. KPIX represented by The Katz Agency, Inc. 

All other WBC stations represented by Peters, Griffin, Woodward, Inc. 



NEWSMAN 
of the week 



A man trilli a strong iitercliuiulisiiiii mill hrouilcuslini; httrlc- 
f round look over lite presidency of I'oole, ('.our tV!* II eld in t> 
from Fairfax ('.one litis past week, lie is llollainl M . Taylor, 
executive v. p. in charge of l'('.S:ll's Setr ) ork office. Cone. 
§i resident since l*)5l , now heads up I lie executive committee. 

The newsmaker: The ri.-c of the mki i ki ting expert in the 
ad agenc\ i- no longer new-. Mnt the naming of Holland \\ . 'Ia\ lor 
as I'C&B president probahlv mark- the fir-t time that a man who 
came up through the chain store rank- ha- heen tapped for the role 
of chief e\ecnti \ e of a top agenev . 

Tavlur cut his teeth on the Kroner chain, where he w;i« a mer- 
chandise Inner and rose, during the se\en-vear period Martin?: in 
1 930, to assistant hranch manager over .>!() -tore,-. The chain store 
field, where Tavlor proved his mettle. is a dnw n-to-carth. two-fisted 
marketing battleground and not a 
little of this rubbed olT on him. 
Tavlor is known a- a straightfor- 
ward operator whos got to be 
shown hut who's fast on hi- feet 
once lies convinced. While not 
primarily a creative man. he ha- a 
Hair for spotting good creative 
ideas. As for hi- administrative 
abilities, his career -peak> for it- 
self. 

Tavlor entered the agencv hu-i- 
ness in 1912 a- a vice president of 
William E-t\ after spending five 
vears \\ i 1 1 i the merchandising division of American 11 eekiy and Puck 
the Comic Weekly. He worked on four accounts, two of which — 
H. J. Rev nold- and Colgate — had heav v radio investments. \fter 
five vears. Tavlor moved to FC&B where he supervised the Hiram 
Walker. Pep-odent and General Food? accounts. With the latter two. 
it need hardh he said, l av lor was again close to the broadcasting 
firing line. In 19.53. Tavlor wa- named vice president in charge of 
advertising for Colgate-Palmolive, lie shepherded Colgate? move 
into davtime tv with The Bis: Payoff and Strike It Rich and called 
the shot- on the client - nighttime move-, including the cancella- 
tion of the ill-fated Colgate Comedy Hour. More than ju-t an adver- 
tising administrator. Tavlor did mo-t of the program Inning while 
superintending Colgate- ad de-tinies. To characterize him as a 
great believer in air media is not ju-t an idle bromide. "Tavlor." 
one of his colleagues remarked recent Iv. ""look- on tv like the 
'Second Coming . ' 

He began his rise above the beat of the dav-to-dav advertising 
battle last v ear when he returned to FC\li as a director and head of 
the New ^ ork office. In December he became vice chairman of 
the agency ^ board. As pre-ident. he will remain in New ^ ork. ^ 
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Roll and tt . Tavlor 



The tnxtt& 

about the 
NEGRO 
MARKET 

S^3§ THE FULL STORY 
FROM K-SAY 



The only Northern California 

station selling the entire San 

Francisco, Oakland, Bay Area 

Negro market 

The greatest array of talent in 
the area . . . top Negro salesmen 
. . . nationally accosted. 

• MAGNIFICENT MONTAGUE 

— brought direct from WAAF. 
Chicago. His sponsor list, sales 
results and audience are equally 
magnificent. 

• RAMON BRUCE 

— WAAT. Newark, N.J. Leading 
Negro-appeal personality in New 
Jersey. Best rating among all pro- 
grams during his broadcast 

• SWINGING DEACON 

— The most popular local Negro- 
appeal personality. Dominates 
the heavily populated Negro local 
and fringe areas. 

Plus other 
Great Negro Stars! 

TELL IT-SELL IT 

on the NEW 

K-SAY 

10,000 WATTS 1010 KC 

Studios: 
1550 California Street, San Francisco 
1815 Alcatraz Avenue, Berkeley 

WALT CONWAY 

General Mgr. 

Nationally 
represented by 
JOHN E. PEARSON t COMPANY 

a/? 



GRANT WRATHALL 
Ou ncr 



Jiy it *ilh M'*i e ' 

K-SAY 



SAN FRANCISCO 



T/u *rrs more to Florida ! 

It s still the nation's favorite place to get a sun tan. 
but business and industry hare given the northern part 
of the state a new complexion. This area is today a rich 
sales empire, centering on Jacksonville and extending 
even far beyond the state boundaries. 

There's (leorijin, for instance 

. . . much of which is considered part of the Florida sales 
picture. The multi-county Jacksonville distribution area 
covered by WMBR - TV accounts for 22. 9% of total retail 
sales in Florida and 16.3% of all the retail sales in 
the state of Georgia as well. In fact, it accounts for 20.3% 
of total retail sales of Florida and Georgia combined. 

and M Mlilt T\, Jacksonville 

is a long-ingrained habit with the 295.000 television 
families in this 67 -county area. Throughout the ''outside" 
area. NCS showed WMBR-TV to be the eleven -to -one 
favorite over competing stations. ''Inside/' (i.e.. within 
the Jacksonville metropolitan area ). the most recent ARB 
proved that WMBR-TV commands close to five times 
the audience of its competition. To reach and sell one-fifth 
of Florida and Georgia combined, you need only... 

Channel 4. Jacksonv 
Operated by The Washington Post Broadcast Division 
Represented by CBS Television >pol Sales 



Must significant tv anil radio 

news of the week with interpretation 

in tle[>th for busy readers 



SPONSOR-SCOPE 



27 JULY 

Cnyrlihl 1957 
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Tito General !*Vmtl<*-lSruttt>I Mhtx deal to alternate I, !).*#• on some 90 stations 
riiinc back to limml tin- tv spot business this week. 

Newman \'\ HeKvny, senior v. p. and media director of ('linn iiifchmn H WaMi. 
queried ,i long list of stations about the Cc'irral FijikK-Bi i«-tnl M\ cr- arrangement along 
these lines: 

• Wli.it is tin* station's "oflirial policy regarding the ordering of spot schedules 
more than 30 days in advance of l!ir* initial broadcasts?" 

• Wliat is the station's "official position regarding the hiatus period availahlc to 
spot advertisers?" 

McEvov noted tliat in the CF-RM agreement a 3fi-wcck advertiser liarl heen allowed to 
recapture spot time periods. 

As McFvo\ interprets it: General Foods liad "sncce ssfnllv secured a hiatus" and holds 
confirmed orders" for spots more than 30 davs in advance of its goinj: hark on the air. 

Said C&W's letter: The motives behind this technique ran lie understood, hut 
its validity was questionable, adding: 

"With this prercrlent any agency might take the position that it could order 
prime nighttime announcements on a firm 52-week basis in the name of anv active 
television account and then offer these times not onlv to other clients of record, hut liter- 
ally offer them on the open market. This would he a most unfortunate development for 
the industry." 

(Sec June 15 and 22 SPOMSOR-SCOPF details of General Foods-Rristol Mvers deal.) 



SP0\S0R-SG0PF got this reaction to McEvoy's letter from several of the ma- 
jor reps: 

• The General Foods-Rri«tol Mvers arrangement is very much like the alternate spon- 
sorship set mi that's so common on the networks. 

• Any advertiser is welcome to do what GF-BM did. 

• Stations have as much right to a sense of security about their schedules as 
the networks. 

• There's nothing discriminatory ahout the procedure. 



The specter of being married to the same network tv show for 52 weeks won't 
haunt all regular advertisers next season. 

Contracts for a numher of new programs cam 25-week cutoff clauses. 

The producers of some of these shows intend to make 39 episodes anvwav. figuring 
that prospects for later syndication are better with that many. 



Reports of radio's saturation — like reports of its death — seem greatly exag- 
gerated. 

RAP estimates 135 million radio sets new in use — a jump of almost 99r over 
its count of January 1036. thus: 

SET TYPE NUMBER CHANGE '-IN'CE JAN. 1956 

Home receivers 90 million -^-9.8 r r 

Auto radios 33 million -{-OA**/- 

Sets in puhlic place? 10 million 

TOTAL 133 million +0 ^ 

Note: RAB estimates ahout 44 million secondary sets in operation in the nation's 
48.1 million radio homes. (Total U.S. households: nearly 50 million.) 
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SPONSOR-SCOPE continued . . . 



Pat Weaver this week again was busy stirring up news and speculation. The news: 
Henry J. Kaiser retained Weaver to supervise all facets nf Kaiser Industries' 
sponsorship of the Maverick scries on ABC TV. The speculation: 

• Weaver's assignment is a preliminary to taking on agency chores on the $7- 
inillion Kaiser ad account. 

• Kaiser has broad arnhitions in the film-making and tv station-operation fields, 
and Weaver will hecome his No. 1 Man Friday in these activities. 

• Kaiser will set up his own studio cither in Honolulu or L.A. to make his own com- 
mercial and industrial films (which now cost him ahout $l-million a year). Weaver 
would supervise this operation. 

Last weekend ahout 100 top executives of the Kaiser empire, ABC TV, and Warner 
Bros., phis others, attended a pep meeting on Maverick in Hollywood. ABC TV's official 
list of those attending, however, did not include any Y&R men. Weaver and 
Kaiser's new tv siipcrvisor-v.p., Mort Werner, were on the roster. 

OIlie Trcyz, ABC TV's top v.p., this week noted that his sales tally sheet for 
fall shows a gross comfortably ahead of last year's. 

Three alternate half-hours — Colt .45, Sugarfoot, and Jim Bowie — are still open 
for sale. But Treyz thinks he has sales pending for two of them. 

Other prospects: Gulf for the 10-10:30 p.m. Sunday period and Max Faetor for the 
Guy Mitchell sliow ($37,500 gross). 

Reps hope that the declining income from West Coast advertisers has been 
snubbed — now that TvB has begun to counteract the potent selling job that the ANPA 
and the newspapers have been doing against tv in that area. 

A major rep this week took inventory of his tv business from various regions 
and found that in the first six months it ran about 30% below the year before. 

Regional comparisons showed: Midwest, down around 20%; the South, off slight- 
ly; and the East, up around 10%. 

An annoyance that radio stations are trying to eradicate before it gets nasty 
is the impression that its principal audience is teen-agers. Here's the kind of statisti- 
cal defense now being rolled out: 

A recent breakdown of the audience composition of KBIG, L.A., shows that 
its listeners from 17 years on down average hut 6%. That's from 7 a.m. to signoff 
throughout the week. 

Tncidentallv. an article entitled Radio's Riches in the 22 July issue of Life 
started a rhubarb between Bob Leder, general manager of WOR, N.Y., and RAB 
president Kevin Sweeney. 

Leder wrote Sweeney- — whose office worked with Life in assembling facts and figures 
on radio's revitalization — that the article gives the impression that radio is "dedicated to 
mental midgets." 

Sweeney's rejoinder: He doesn't edit Life. The article gave a distorted picture, but 
didn't hurt radio. 

CBS Radio's sales activities this week centered mostly around Godfrey simulcasts. 
They involved Pharma-Craft for about $35,000 a week; Armour, $20,000 a week; 
and Peter Paul. $15,000 a week. 

Other CBS Radio buvs: 7V Z units by Hot Point (Maxon— $20,000 weekly). 

Cosmetic marketers have this problem confronting them: Finding some new prod- 
uct to keep the competitive excitement whipped up. 

For a while the glow was generated by lipsticks. With every firm now offering a 
"new" lipstick, that market has become pretty well worked over. 
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CBS Radio in launching a nighttime youth prtignmiiiig expedition. 
The plan as pitched along Madison Avenue this week calls for: 

• Specializing hot wren H-IO p.m., Monday through Friday, in fare that will appeal 
to listeners aged 18 to 21. 

• Plotting the schedule so that it can ho shared hy three l»ig advertiser*. 

• Pricing each such sponsorship at $ 1 ,6()(),()()() fur T>2 week*, with u maximum com- 
mitment of 26 weeks. 

Two accounts already approached: Coca-Cola and Liggett it Myers. 

Here** evidence of network radio's increasing attractiveness as a medium for 
automotive products: They constituted the biggest single class of advertiser (»n 
NBC the first six months f ,f 1 9.17. The hreakdown : 



Automotive products 


12 


Miscellaneous 


3 


Drugs &• shavers 


10 


Sporting goods 


2 


Food products 


9 


Transportation 


2 


Household supplies 


7 


Insurance 


2 


Tobacco 


5 


Motion pictures 


2 


Puhlications 


4 


Sporting goods 


_ 2 


Religion 


4 


Appliances 


2 



Nothing is as frustrating to a rep salesman as this latest tnerry-go-ronnd in 
liniehiivimx: 

When the go-ahead on a spot campaign comes through, the buvcr assigned to that ac- 
count doesn't have to carry the load by himself — others on the having staff give him 
a hand. 

What makes this arrangement tough on the salesman is that it ean dilute or oven 
kill the pitch about a station made to Buyer No. 1. 

One rep's solution to this problem: Keep feeding material in written form so that 
it ean he passed around to the whole contingent of buyers who may eventually be 
involved. 

Summer tv continues to maintain its strength on the basis of this index: 
Compare the number of tv homes reached hy the average program in Nielsen's Top 10 
this year and last: 

AVERAGE EOR PRO- PCT. OF ALL 

PERIOD CRAMS IN TOP 10 ALL TV HOMES TV HOMES 

Second Report June '57 11,627,000 homes 40,300,000 29% 

Second Report June '56 11,180,000 homes 36,500,000 30% 

One of the most debated subjects in tv is: What happens to an advertiser's total 
of (1) homes delivered and (2) commercial impressions when he switches from 
a weekly to an alternate-week format? 

SPONSOR-SCOPE this week put the query to Nielsen and learned that as a rule the 
advertiser, over a four-week period, does well enough in homes reached hut loses 
out on total commercial impact. 

The following table shows what happened to an unidentified network sponsor recently 
in swinging from a weekly to an alternate-week policy: 

TOTAL COMMERCIAL 
SPONSORSHIP HOMES REACHED IMPACTS 

Weekly 17.331.000 (411%) 109.185.300 

Alternate 13.480.000 (34.3%) 53.920.000 

OBSERVATION: If an advertiser is interested solely in homes reached, the 
economics of alternate sponsorship arc in his favor. But if his chief concern is 
the number of commercial minute impressions per home, a weekly show is a 
better buy. 
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SPONSOR-SCOPE continued . . . 



Two iiio\eiiients were discernible on the* bartered-linie front this week: 

1 ) More agencies (McCaini-Erieksoii, for one) were putting barter under tbe 

microscope to study its anatomy, learn what makes it tick, and try to measure its life 

expectancy. 

2) Barter middlemen, sensitive to the brickbats coming their way from various di- 
rections, were working on a drive to explain barter and conciliate the critics. 



Giving a network tv film series tbe Hollywood treatment comes high these 
•lays. 

Johnson & Johnson, CBS TV, and Official Films will spend around S60,000 
for junketing 65 tv editors to Europe in behalf of Robin Hood. 

The trip's span will be 13 September to 22 September, with visits to Paris ami London. 



If Esso adopts a policy of using syndicated re-runs as a regular diet, it will 
be because of a study made by McCann-Erickson. 

The agency now is sifting data on the attitudes viewers take toward first run vs. 
second runs. 

What inspired the probe — despite Esso's fat budget and the availability of plenty of 
first-run properties — are the ratings that Esso's subsequent-run Golden Playhouse 
have been pulling (an average 25 Nielsen). 



While reporting sales and earnings for the first half. United Artists' Chairman Rob- 
ert S. Benjamin modestly predicted that the company's tv film rentals this year 
will run over 85 million. 

The 52 films released by UA last month so far have grossed $2.5 million. 

UA's total income from tv last year was $2 million. 



While no exact documentation is possible, NBC TV believes that programs during 
tbe past year by and large had a greater audience turnover than any previous 
season. 

Reason: Tbe audience was pretty well split for the first time among networks; 
and as the competition gets keener, turnover increases. Also, the lower ratings go, the 
greater turnover becomes. 

For the advertiser whose network show continues to dip there's this minor consola- 
tion: A greater variety of people probably sees his commercials each week. 



Revlon — with $47, 156.000 in net sales for the first half of 1957 — has become 
tbe undisputed leader of the cosmetie industry. 

Avon, former monarch, is expected to show around S42 million. 

Revlon 's volume for the parallel six months of 1956 was $40,840,000. 

Avon, with $86.8 million, managed to edge Revlon out of top position for 1956. But 
Revlon's anticipation for this year is $100 million. 

R. J. Reynolds isn't the only tobacco company having its best year. Liggett & Myers' 
sales for the first half were $285 million, compared to $272 million for the same 
1956 period. 

Net profits for this half were over $13 million — about a million better than the year 
before. 

For other news coverage in this issue, see Newsmaker of the Week, page 5; New 
and Renew, page 45: Spot Buys, page 54; News and Idea Wrap-Up, page 56; Washington 
Week, page 69; sponsor Hears, page 72; and Tv and Radio Newsmakers, page 78. 
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A Time-Buyer can 
relax in Miami 
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WQAM 

. lervlng all of Southern Florida 
with 5.000 watti cn 560 lc. . 
and radio — I in 



MIAMI 




ODAY'S RADIO FOR TODAY'S SELLING 



WD6Y Minneapolis St. Paul 
WHB Kansas City 
WQAM Miami 

REPRESENTED BY JOHN BLAIR A CO. 



TODD STORZr PRESIDENT 



WTIX New Orleans 

REPRESENTED BV ADAM YOUNG INC 
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it's there 
for you... 
on channel 




C °^RAGE 



Did you know that Sales Management 
rates Tulsa both a better quality and 
a better productive market than either 
Boston or Baltimore? It's a fact; and 
alert advertisers are taking advantage 
of it . . . northeastern Oklahoma has 
an effective purchasing power of Si- 
bil lion. Your key to this pot of gold is 
KVOO-TV with its productive pro- 
gramming, PLUS revealing market re- 
search, merchandising and promotion 
aids, and constant attention to your 
account and problems. Yes, in Tulsa, 
it's for you . . . through Channel 2. 
When do you start? 





For current availabilities 
contact any office of B^-AIR- 




Timebuyers 
at work 




IV 



jusrin T. Cerstle, Benton 6>. Bowlo. New ^ ork, Inner for P&Gs 
Tide, says tlntt "within the pa*t several years. Benton 5> Bowles has 
educated its media Inner- to all media. Everyone seems -atisfied 
with the change from the old sv stem of print-only and broadcast 
ouh buyers. I he client and account men. in particular, like it 
because their brand- receive the 
individualized attention of a buyer 
with a well-rounded media knowl- 
edge. Ju>tin feels thai there can 
he no intelligent media recom- 
mendation without a thorough un- 
derstanding of a brand'- market- 
ing problems. "The all-media s\ — 
tein. he points out. "enable- a 
buyer to go more fulh into ii 
brand s marketing problems to 
learn its marketing strengths and 
weaknesses, to be familiar with 
marketing and copy strategies and to know the copy and art treat- 
ments of the campaigns." In addition. Justin savs. fewer nieetings 
are necessary between buyers and the media director to co-ordinate 
the buying. So the account men get all-media answers faster. "The 
setup is encouraging because it provides the buyer with an over-all 
brand picture, gives -cope and saves main precious man-hours/ 



Otis Hutchens, Dov le-IJane-Bernbach. New \ oik. tiniebuver for 
Max Factor, savs that "while I don't expect am rep to assume the 
duties of a tiniebuver. there are certain areas in which closer co- 
operation between the two could he accomplished. Standard avail- 
ability forms among the reps, for one thing, would minimize much 

of the detail work. A decision to 
buv station \ rather than station 
^ is not determined by the color, 
unique styling, or fancy printing 
of the availability sheet. Stand- 
ardization of these forms would 
eliminate time-consuming phone 
calls the buyer must often make re- 
questing additional information or 
clarify ing v ague terminology. This 
time saving becomes increasingly 
important when the Inner is in the 
midst of starting a large campaign 
and i?. a? u^ual. pressed for time." Otis also feels there should be 
an updated program log to accompany -tandardized forms. Actu- 
ally . he points out. most reps do prov ide such a log. but when it s 
sometimes overlooked, more valuable time is wasted on phone call-. 
"Again, a buy on a station isn't dependent upon whether a station 
log had or had not been sent, hut it doe- reflect a rep - interest." 
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Greatest food 

merchandiser 

in America! 

Baltimore supermarkets and corner groceries . . . Baltimore chains and 
independents . . . W-I-T-H delivers them all to you with the most powerful 
assortment of food promotions ever created by a radio station. Here's the 
"merchandising muscle" W-I-T-H will give your -jrocery product over a 
13-week period. 

# W-I-T-II Feature Foods Merchandising Service. You get all this: 

1. A minimum of 60 store calls in high volume groceries, including 
point-of-purchase merchandising such as increasing shelf exposure, 
restocking shelves and installing displays for your product. 

2. A minimum of 20 special one-week displays. 

3. 20 days of Bargain Bar promotions in chains and supermarkets, plus 
additional merchandising by demonstration, sampling, couponing, etc. 

4. Complete merchandising reports issued to you twice each 13 we'eks. 

# \V~I -T-I I Chain Store Food Plan, providing for dump, end-of-aisle and 
shelf extender displays in leading chain stores. 

# W-I-T-I \ \\ eekh Merchandising Service with independent GA Stores. 

# PLUS merchandising letters . . . PLUS trade paper advertising of your 
product . . . PLUS potent advertising material for your own salesmen's kits 
. . . PLUS personal supervision by head of W-I-T-H Merchandising Dept. 

Add W-I-T-H's low, low rates and W-I-T-H's complete coverage of Balti- 
more's 15-mile radius . . . and you've got the station that delivers the groceries! 

Buy 



Tom Tinsley 

President 

R. C. Embry 

Vice Pres. 




c o 



FIDE 



C E 



National Representatives: Select Station Representatives in New York, Philadelphia, Baltimore, Washington. 

Forjoe X Co. in Chicago, Seattle, San Francisco, Los Angeles. Dallas, Atlanta. 
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by Joe Csida 



WRBL 



AM-FM-TV 



Sponsor 




IS THE 

DOMINANT 

MEDIUM 

in the big and 
growing bigger* 

Columbus 
Georgia 

market 

* 1,200,800 people in 
the WRBL-TV NCS 
^t2 Coverage Area 

WRBL 

AM-FM-TV 

COLUMBUS, CEORCIA 



CALL HOLLINGBERY CO. 





Why Hollywood turned to radio 

In those gray day s when the ANA was slug- 
ging I he networks to force them to slash radio 
rales, when the am medium was locking from 
one blow after anolher. im typewriter was 
hoarse from screaming "Don't sell radio short." 
I say this without blushing at all. Line for line. 
I screamed at least twice as long and loud as am 
other trade writer or editor around. Or etui- 
sinner writer or editor, for that matter. V ml it's for that reason that 
I get such a tremendous glow out of radio's fabulous resurgence. 

Last week I got a particular wallop out of what I consider to he 
one of the most amusing and significant demonstrations of radio's 
incredible comeback we've yet witnessed. The motion picture com- 
panies have been increasing their radio budgets I particular^ spot 
radio, though some network business is included) quietly but sub- 
stantially and steadily for some time. On the Stanley Kramer film 
'"The Pride and the Passion." starring Can Grant. Frank Sinatra 
and Sophia Loren, for example, United Artists spent about 835,00(1 
in spot radio in just three markets ±\ew York, Chicago and Los 
Angeles. Of this about $23,000 was spent in Gotham on 11 stations. 
Before the end of the summer, on "Pride, ' and two other pictures. 
"The Sweet Smell of Success" (produced by Hill-Hecht-Lancaster I 
and "St. Joan" (an Otto Preminger production), the LA distributing 
firm will have spent close to $1,000,000 in radio, most of it spot. 

$20,000 for "Island in the Sun" 

And even though Harry Belafonte called "'Island in the Sun.'' in 
which he starred, "". . . a terrible picture, based on a terrible best- 
selling hook," even though the singer himself told newsmen the film 
was of "stinking quality," 20th Century-Fox, through the Charles 
Schlaifer agency, spent over $20,000 promoting it via radio in the 
first three weeks of its New York showing alone. Columhia spent 
over $30,000 in three weeks on Monitor on NBC Radio plugging 
"Fire Down Below. ' its new Rita Hay worth starrer. 

But the amusing part of this situation is the counter-effort of one 
of New York's most successful tele\ ision stations to combat radio's 
inroads on tv in the New York picture business. I'm talking about 
NBC's own flagship station. \VRCA-T\ . The key NBC station in 
New York is offering a special cut-rate spot tv package to picture 
companies, in an attempt to recapture from radio some of the busi- 
ness the film makers and distributors have taken to the sound-onl\ 
medium. This package is called the "Gotham Film Festival. It 
provides for film exhibitors to get a basic unit of 10 spots, ranging 
all the way from Class "\V to Class " \A," in 10- and 20-second 
lengths for $1,500. Card rate for these same spots is over $4,000. 
And the WRCA-TN brass are even running a sustaining campaign, 
urging people to get out of the house and go to the movies. 

{I'lcnsc turn to /wge 201 
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Danger >/ 




FOR THIS 

MAN — . 



\ 



z 





High 
— Ratings 



FOR YOU! 







Excitement; Danger! Thrills ! I 





ABOARD ocean liners, po- 
lice and Coast Guard boats, 
tramp steamers, fire boats. 



ALOFT n Port ■ 
Helicopters and Cojt ^ 
planes. 



FILMED ON LOCATIONS 
NEW AND FRESH TO TV! 

A whirlwind of action spotlighting America's toughest 
and most dramatic law enforcement job: guarding 
our vital harbors from enemies within and without. 





1 



I 




1X3 




ENDELL COREY 

<HIEF OF THE HARBOR COMMAND 




Produced with the coopera- 
tion of the Port Authorities 
and the U. S. Coast Guard. 



CHORE in warehouses, 
J S. Customs Offices, 
tonography Laboratories. 

JtfL.ll 1! 



TRUE-TO-LIFE , 

BRINGS VIEWERS BACK! 




SALES MOUNTING FAST ! 

Scores of markets already bought by: 



HAMMS BEER 
MILES LABORATORIES 
(Alka-Seltjer. 
One A Day Tablets) 
BLUE CROSS in Buffalo 
HOUSEHOLD FINANCE 
SQUIRT BOTTLING 
KROGER 

KBAK-TV— Bakersfuld 

Calif 
KBOI-TV— Boise 
WNAC-TY— Boston 
WTVYTV— Dothjn. All 
WFGA-TV — Jacksonville 
KTTV — Los Angeles 



KTH TV — Cleveland 
WTVT— Tampa St. Petersburg 
WKY-TV— Oklahoma City 
WDAU-TV— Scranton Pa 
WTVJ-TV— Miami 
WOR-TV— New York City 
WCAU-TY— Philadelphia 
KPHO-TV— Phoenn 
KOVR-TV— Stockton Calif 
WIIC-TV— Pittsburgh 
KSL-TV— Salt Lake City 
KRON-TV — San Francisco 
KTNT-TY— Seattle Tacoma 
KTYX-TV— Tulsa 
Muskogie 
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114% MORE audience 
than Station B ALL DAY! 




V 



Mar. -Apr. '57 Hooper in Lansing Shows 
MONDAY THRU FRIDAY 



7:00 a.m. -12 noan 
1 2 noon-6:00 p.m. 



WILS 
61.4 
53.7 



Station B 
23.5 
30.1 




5000 




LIVELY WATTS 



w 



MORE listeners than all 
stations heard in 
Lansing combined 



othei 



*Mar. thru Apr. 
average C. E. Hooper, Inc. 



Represented Nationally 
by 

Venard, Rintoul & 
McCannell, Inc. 





Sponsor backstage continued 



Hie aiuu-iiig facet of the situation to me. howeser, is that what 
\\ RCA-'I V is doing is so very similar to what the more desperate 
radio stations were doing to combat tv competition not too many 
years ago. As a matter of fact I vividly recall having quite an 
argument with Ted Cott. who was then manager of the ABC owned 
and operated stations, because I was readying a story on how New 
\ ork radio stations were tutting rates and making deals, and Ted 
was insisting that his then W\BC radio station was not an offender. 
Which it was. 

Among the many who arc entitled to bows for this spectacular 
change in the broadcast situation the Radio Advertising Bureau 
should b\ no means be overlooked. The K \B has done an outstand- 
ing job of promoting radio, particular!) in competition with news- 
papers. One of its special efforts over the past several months has 
been directed at the major motion picture companies such as Colum- 
bia, United Artists. Loew's, BKO. 20th Century-Fox and agencies 
like the aforementioned Charles Schlaifer. Donahue & Coe. Monroe 
Greentlial, etc. No little measure of the success radio has been hav- 
ing with film producers, distributors and exhibitors is due to the 
RAB efforts. 

'""Radio (Jets Result*" awards 

Vnd of course the station members of RAB. who ha\e been co- 
operating with the organization and in turn using RAB material so 
effectively, deserve a special pat on the back, too. A group of them 
have just been honored as the winners in the 10 classifications of 
local retail business in the fifth annual RAB '"Radio Gets Results" 
contest. First place winners in each of the categories Avere: Auto- 
motive — KYW. Cleveland: Drug & Food Products— WWDC. Wash- 
ington: Drug & Food Stores — KFRL . Columbia. Mo.: Home Fur- 
nishings — KIEV Denver: Department Stores — KGWA. Enid. Okla.: 
Men s & Women's Apparel WIDE, Biddeford. Me. : Housing Mate- 
rials WJTN, Jamestown: Financial — KCMJ. Palm Springs. Cal. : 
Specialized WG1L. Galesburg, 111.: Miscellaneous WEJL, Scran- 
ton, Pa. 

Speaking of contests, we ve been amused, too. by the rash of same 
recently, and the intriguing prizes won. Stan Hauler of Dancer- 
Fitzgerald-Samples New York office has just won himself — and 
whichever companion be may be able to persuade to accompany him 

a trip to Africa, all expenses paid. He and his mate, an - ill of 
course, be supplied with pith helmets, and presumably snake-bite 
medicine. Hamer won this in the KY \. San Francisco, '"Great 
White Hunter contest. 

And a group of disk jockeys won themselves some valuable prizes, 
awarded by Lever Bros., in connection with a Pepsodent contest. 
Tom Russell of WEEJ. Boston, won first prize, a 40 by 20 foot 
Esther Williams swimming pool. And Doug Pledger of KNBC. San 
Francisco, copped second prize in the same contest: A slightly small- 
er swimming pool, measuring 36 by 18 feet. The third place win- 
ners (Fred Beck. KABC. Los Angeles and Gordon Eaton. WCCO. 
Minneapolis I and the fourth place winners (Ed Harvey. WCAl . and 
Phil Sheridan. WFIL. both Philadelphia: and Hal Jackson. WL1B 
and Jack Walker, WOY, both New York) received outboard motors. 
The third placers got 35 h.p. motors, and the fourth placers. 5 1 
h.p. jobs. 

What I d like to see is a contest for tradepaper columnists with a 
little lifetime annuity as a prize. ^ 
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WILS 



FOOD . . . 

More national food | >r< n 1 ni t 
advertising is placed on Willi t It II 11 mi 
nil other local radio stations 
rniiiliiiii'il. \iiil 1 1 > i • : 1 1 1 _\ , virtually all 
major t'lM nl chain-. advertise 
consistent h on Willi. 



DRUGS . . . 

National drug advertisers ami local 
drug stores spend more money on Will! 
than on all other local railio 
stations < - < 1 1 1 ■ 1 > i 1 1 1 ■ 1 1 . 




WHEN KANSAS CITY GOES SHOPPING . . . 

It's a W H B world 



AUTOMOTIVE . . . 

Willi carries schedules 
for everv major national 

aiitomoliilc advertiser. I al 

car dealers Imy more time 

on W1IK than uti all other local 

radio stations combined. 



CIGARETTES . . . 

Kveiy cigarette hrand 
haying spot radio 
in Kansas City in I ll.lt"> 
lumglit Willi. 



NEW HOMES . . . 

Kansas City hump Imilders put more 
reu home advertising on Willi than any other 
Kansas t'ifv radio station. 





WHB 

AUDIENCE 



Whether it lie Mt tn, I'hIm-. 
N ielsen, Tven«le.v or 1 1 1 >< >] ht 
whelluT it he Arm XieNen or 
I'lilse Willi is t In- dominant 
lir-t nulling every iinpurtaiit 
aiulieiier-ty |ie. That statement 
embrace*" the hou-i'W'it'c, her 
lin.shainl. their teenager- a- well 
as the farm I'ainilv. F.rrrii survey 
agrees. Whether it'- iiinlnim 
or itflri rli-i»fi it'> a Willi world! 
Talk to lilair or Willi CM 
George W. Arn strong. 



WHB 



TWT" 

TODAY'S RADIO FOR TODAY'S SELLING 



in. mid watt- on Tin kc 
Kansas <"jtv. Missouri 



WDGY Minneapolis St. Paul 
WHB Kansas City 
WQAM Miami 

REPRESENTED BY JOHN BLAIR t, CO. 



TODD STORZ, PRESIDENT 



WTIX New Orleans 

REPRESENTED BY ADAM YOUNG INC. 
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Test your personality I 

Psychologists say the ink blot (Rorschach) test below helps (let ermine the nature of a personal \. 
]t u'au^es imagination, charm, persuasiveness and the like. "But every businessman knows anot i 
way to appraise his sales personalities— in terms of his sales dollars. (Turn page sideways*) 

The two hundred creative personalities at the fourteen major-market stations represented \ 
CBS Radio Spot Sales pass both tests with flying colors. As recording stars, former show peo p. 




.ewspaper rulumnists, wurhl t mvi«liM> nu.l farm mana^ (tl.,ivV i-wn ;l . ■„.,„„- 

I.ei.O-tl.cy attra.-l lai-e and faithful a. i.II.m. ,•,•>. WH.mi Hum talk - j, ,|,. Im,.,,. Wh-n t 1,,-v >,1| 

-people buy. Put their sell inn- i M M iiict.s tu the t->i m, , „, „| ,„., . 



.,.HH.I„-S„.,ts„l,,n-|.,v„„ t ,,| 1 , r,.||..„, l.,t...,, W. |i-v\.«\.. r k.UI „ „ • l\ \ \ . I \,.,. .U. Vl.l'l . I, , I 

IWUMil ■ kM.)\.st I,,,,,. . h , | „„„*.. VUtl.l Nilmi. • W1IM |„.l.. U.o.'.U,,., Ln.hsl.s. Ik.. .'«.„, , 

cus uwdio spot s.\u:s 



l)|S. IWtl,.ml. I >.. *... • Chunl-i.. IWilli- lt,„|„. N, t«,., k ,„!,.,. \, « I , „„| |c„.| IP , 






FABULOUS HOOPER 



Jon. 2 1 thru 
Feb. 9. 1957 




KIT 


Slotlon 
I 


Station 
C 


S '°o" 


Sample 
Site 


Mon thru Fft 
7 AM 1 ? Noon 


31 4 


43.2 


25.1 


17.0 


14.0 


9.543 


Man thru Fri 
1 2 Noon 6 PM 


19.0 


SO.l 


20.0 


15.2 


16.4 


I 

11,702 



AM Rating Av. 13.6 PM Holing Av. 9.5 

ONLY IT BUYS 1000 HOMES 

for National Advertisers in 
the KIT Coverage Areal 



Washington Stote's FOURTH MARKET, 
with 54,478 radio hames, is 200 miles 
from Spokane, and 150 miles from Seattle 
and Tacama — set apart by the Cascade 
mountain range. NO OUTSIDE MEDIUM 

can claim more than an insignif- 
icant DRIBBLE OF INFLUENCE AND 
COVERAGE IN THE YAKIMA MARKET 
AREA. Fill this big gap in the Northwest 
with Radio KIT, Centrol Washington's 
FIRST radio station — its popularity proved 
by HOOPER. KIT, Independent Radio — 
Music, News, Sports. Established 1929. 



A ens and views jur tinmen iti 
advertising anil wives n\ udnu n 



Women's week 



NBC 'I \ '» la<I\ executives: Women with experience in script or 
new? writing, acting, radio, are holding jobs on a higher and higher 
creative le\el in show producing and directing. 

In alphabetical order. \PC TV's four most prominent women in 
a man's field are .Mildred Freed Alherg. executive producer of Hall- 
mark Hall of Fame: l)oroth\ Culhertson lEb's uifel. supervisor of 
religious and educational radio programing, and producer of Geog- 
raphy for Decision: Beatrice Cunningham, associate producer in 
M»C Public Affairs and onh woman on a forthcoming Far Eastern 
expedition for Assignment Southeast Asia: Li\ ia Granito is one 
of 10 directors on Matinee Theater. 

Two of the lad) creative executives. Mrs. Alberg and Mrs. Culbert- 
son. are bus\ with famih lives as well. Their theor\ : ''The same 
talent? that make a woman a good executive help make her a good 
w ife and mother. A woman s career can be a stimulus to a mar- 
riage and a woman's home life if she knows how to manage her two 
different li\ es well. "' 



Unusual occupations: There's at least one gal on an agenc\ pay- 
roll who gets ahead faster than any other adman or woman — Betty 
Skelton. Campbell Ewald Co.. test driver for Chevrolet. Bett\ . a 
petite brunette in her late twenties, has set more records and firsts 
in the automobile and airplane industn than an\ other woman. 

Prior to the Motorama last fall, she set a new record for driving 
a new Chewy Coast to Coast — 56 hours 58 minutes 39.2 seconds. 

She s the first and onl\ woman test driver in the automobile in- 
dustry. 

"she was the first American to receive a pilot's license at age 16. 
She's the first woman "jump-boat' driver in the world. 
Sa\ s Bett\ : "Women are certainlx as good drivers as men. In 
fact, there's little that men can do that women can't do as well. 
I Her mother is a real estate broker. I 



YAKIMA, WASH. 
5000 WATTS • 1280 KC 




SOUNDS BETTER- 
SELLS BETTER 




Where admen vacation: The more responsible the job of an 
agencx executive, the less likelv he is to take long and expensive 
vacations. 

There's good reason for admen's weird vacation schedules, accord- 
ing to a McCann-Erickson radio-tv executive: "Summer's the normal 
time when \ou feel like getting awa\. But that's the most important 
and busiest time for agency executives, since it s the period during 
which we prepare for the all-important fall campaigns. ' 

Add- the wife of a P&G account executive: "Most of us who are 
a^encx wives are in the same boat. Our husbands put us away out 
in the countn for the summer, or else we live far out as it is. and 
the\ figure that's vacation enough. Then the\ come out for weekend 
visits. All I can say is that being an agenc\ wife is toughest during 
the summer vacation period. 
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♦oving v\ith the swiftness of a s*ord thiusll, 
from >he pagei h s!or> this thr 1 in j 

ckgrot nd of 
EufOpe'5 most dnmatu era - th€ 
lUlidn Rf nai -s.inc - marked r> men lik> 
Michelangelo the Medics the Borgias 
Thr. unu .< p du: dor 

has been i re ited for > d so fpinating 
aud'eno" Your product *vill appear m 
prestige showcase th -t offer unlimited 
exploration Make- S^ord of freedom 
your basic sales tool for Fall 
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OFFICIAL FILMS , 

?5 West 45lh Street • New York 36. New York 
PLa:a 7 0100 



REPRESENTATIVES IN: 
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Whether you know it or not, you've got a stake in 
minutes. You can tell your sales story so much bet- 
ter in TV minutes. (Ask any sales manager). 

We've talked to lots of big, active advertisers lately 
who need time .. .time to explain, inform, demon- 
strate and sell. That's how KTTV got into the 
minute business. 

Advertisers who want well-rated, top quality min- 
utes in Southern California can now buy: 



"FIRST SHOW" 

and 

SECOND SHOW 



11 



it 



Five nights a week, Southern California viewers 
will see a big, well-known MGM film taken from 
their recently released library. They'll be seeing big 
pictures like Red Dust, Mrs. Miniver, Tortilla Flat 
and big stars like Gable, Tracy, Harlow, Garland, 
Lamarr, Hepburn. . .all the big names that made 
MGM and great movies. 

KTTV will show the same film twice each night, 
beginning at 10:15 so that viewers who are a few 
minutes late getting a seat can see the film in its 
entirety on the Second Show. 

You can buy a minute in the First Show for $500, 
in the Second Show for $200 or in both for $600 
(prices slightly higher west of Thursday). 

Get the story from your KTTV Minute Man. He 
has a complete assortment of bright, shiny, new 60- 
second availabilities. 



Look to KTTV when minutes count 



Los Angeles Times-MGM 
Television 

Represented nationally by BLAIR-TV 



How fo write radio copy 

If 1 don't get another piece of useful 
information from sponsor for the rest 
of the year (which is very unlikely) 
the article b\ David McCall in the June 
29th issue was worth the entire year's 
subscription! Mr. McCall's grasp of 
radio in 1957 is illuminating and 
heartwarming. What's the chance of 
getting a flock of reprints? I would 
like to send a copy to every agency 



man m 



Pittsburgh. 



Ernie Tannen 
V.p. and gen. mgr. 
Pittsburgh Broadcasting Co. 

• Header Tannen refers to the article "A copy 
I'hief looks al radio," Reprints are available. 



Something different 

Judging from the interest your article 
stirred I '"They banked on Something 
Different," 13 July issue, page 36 I we 
may have started a trend to feature 
films without interrupting commercials. 
The response to the article here in 



Col 



uniDus was overw 



helm 



ins. 



Now here is a question many readers 
must ask. What is jour policy on re- 
prints? I should like 500 for distribu- 
tion. 

John D. Metzger. radio-tv production 
mgr.. Buyer & Bowman Advertising 
Columbus. Ohio 



• Reprints are availahlc at request 
50O the price S l.V 



In lots 



The "Plough formula" 

May I, as an independent operator, 
take this opportunity to congratulate 
sponsor's Joe Csida on his column of 
Juh 13th. reviewing the operation of 
the Plough. Inc.. Radio Stations. 

Although we at WWDC hold reser- 
vations on the Plough "Cook Book 
formula of radio programing. Joe 
Csida did bring out in hold relief 
the thinking and the planning that 
must go into a successful independent 
radio operation. 

Too main radio pundits have at- 
tempted to write off independent sta- 
tions as mere "juke box * operations. 
\ot so Csida. 

He grasped the es-ential fact that 
aggressive independent stations brought 
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TELEVISION 
CLEARING 



HOUSE 



Incorporated 



Announces the 
opening of its 

LONDON 
OFFICES 

88 Bexley Road, Eltham 

(Cable address — SICABLON 



For the convenience of 
British and European 
advertisers 
and the expansion of our 
Executive Offices 
at 

157 West 57 Street 
JUdson 2-6300 

(Cable address — TELECLEAR) 



liKliu mil uf the (.Inltli nin- l>\ hecnmnif; 
part uf tlii'ii the i < nuntiiiiit it*-, 

rather than nieveh "-••n in-; t In- | > 1 1 1 • - 
lie." 

I It'll "Ml ulw 

II II lav. 

I lead with ii gleal deal <>f i nt»*t 
Joe C-ithi - i tiluitiii iilnttrl tin' l'lniigli 
-tatiun-. \t tlir ullt-et. let llli- -a\ tli.it 
we ceitaiiih think 1 l.i r«>li I kiel-tein 
.ind hi- group are w idcaw akc. enei- 
getir. mill pro<M e--i\ e radio niirralnr-. 
I!nt a- for the -\-tem the\ i laini In 
iiri**ititi[t' ;iikI n»|i\ riyht. w<u inii-t 
know the liiirkizruniiil In ri'illi/i' how 
naive thi- i-. 

I |> until rereiitlv. I'lmigh"- one Ma- 
timi in Memphis \\ wa- a net- 

work nutlet, and not duing tun w i * 1 1 
from a rating -tnndpuitit. (!a»lin<; 
arnniul tu tr\ to figure mil *uiiii'lliiiif; 
tn improve tin' station, thev decided to 
adopt the independent new-, music, 
weather format which ha- heen -o -lie- 
ccs-fnllv n-ril h\ tin' Si or/ -tation-. 
and fnv a long time l>v \\ \II\\ . \\ I I I I. 
\\ INI), etc. I hi- Slur/ -tatinn-. when 
the\ -tailed a few vears l»ai k. adopted 
thi- -anie fnnuat which has prove I 
-liccc— fill here in Baltimore <>n \\ I I II. 
a- well a- on mam other -tatinn-. for 
a great iimiiher nf \ear-. 

\\ e feel at \\ ITU that we are the 
nin-t imitated -tation in the cnunln 
hecau-e uf the do/en- and dn/en- uf 
.-tatiun manager- who have heen here 
tn -tu<l\ uur operation n\er a period 
uf \ear- and that the -o called I'luugli 
formula .-imph -tai led here, went 
through Stors?. McLendun. and a few 
other -tatiun-. fmalh tn Plough, ami 
eventuallv hack to Baltimore In give 
u- -nine aggre««»*i\e competition. 

H. C. Kmbn 
/ ire President 
II ITII. Baltimore 



Station trademark 

In a recent Spnn-nr Hear- column \ou 
carried a li-t nf -tation trademark- and 
\ou a-ked \iiur reader- to identif\ 
them. 

We feel that our little \\ eeHeBeL 
-liould have heen included hecau-e it V 
a perfect tie-in to ill our call letters. 
\\ KBL: I'2l the fact that we are the 
Cnlunihu- in the >nuth: and l3t lie - 
a prettv cute fellnw. 

J. \\ . Woodruff. Jr. 

President «.%.- General Manager 

11 RBL. Columbus. Georgia 



OF INTEREST TO 

AGENCIES 
MANUFACTURERS 
ADVERTISERS 
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STORY 
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LIVE LOCAL 
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CLEARING HOUSE 

INCORPORATED 

157 West 57 Street 
New York, N. Y. 
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HALF A PIE ? 





No S ir / 





KBET-TV sells only the 
whole pie . . . the 37th largest 
market in the country.* 

(*as designated by CBS before FCC) 



Only KBET serves the entire California Central Valley 
with its major inland cities of Sacramento AND 
Stockton. It's a twin market — dominated by KBET. 





SHARE OF AUDIENCE SUNDAY THROUGH SATURDAY 



KBET 
Station A 



10 p.m. -Midnight 
46.0 
35.0 



KBET's movies blast network competition 
10 p.m.— midnight ... 5 nights weekly. 



Sacramento & Stock- 
ton ARB's, May 1957. 
Sacramento ARB 
weighted 2-1 over 
Stockton to obtain av- 
erages. 



«5u 




TOTAL AREA 
SET COUNT: 
409,157 



KBET-TV CHANNEL 10 

SACRAMENTO Jfe® CALIFORNIA 

BASIC fb^ CBS OUTLET 




Call H-R Television, Inc. for Current Avails 
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"As long as you don't have a 1 -pyramid organization . 




. . . yau can expand to any size. Instead af anc head far each department, 
we assign group heads to help him," says Norman Strausc, JWT president 



HOW BIG CAN JWT GET? 

It's approaching $300 million this year, SPONSOR estimates. >vitli 
$115 million in tv and radio. President Norman Strouse says ex- 
pansion possibilities are unlimited because of way agency i> organ- 
ized. Hub of last two year's expansion wax in t\ and radio billing-. 



Last week sponsor told the story of 
how Earle Lndgin, Chicago, aith its 
SI I million billings, competes with 
giant shops. Ludgin says the answer 
is: be creative in everything from 
media buying to copy and let your peo- 
ple operate without a rigid organiza- 
tion chart. In the story at right 
SPONSOR jumps to the other end of the 
spectrum and tells how J 11 7 is now 
moving toward $300 million in bill- 
ings. At heart both agencies realh 
seek- to achieve the same end result. 
Lndgin strives for the quality associ- 
ated with the lop-level shop. JU 7 
seeks the team effort which is easier in 
general for the small firm to achieve. 



I 



t's 7:53 a.m. and in Manhattan - 
Gravbar Building the five J. Walter 
Thompson floors are hushed and 
empt\. On the elexeiilh Hoor a white- 
-niocked cleaning woman finishes her 
work, then disappear- into an e!e\ator. 

V minute later, a tall. Iiea%\—et man 
in his fifties walk- out of an e!e\ator. 
briefcase iu hand, ami marches down 
the corridor* to a eherr\ -paneled rath- 
er somber rorner office. I here, at 
!»;(•! a.m.. Norman Mrou-e. pre-ident 
of J. Walter Thomp-on. tlie larg«*t ad- 
\ertisiug ageno in tin* world, begins 
hi- normal 10-hour da\ of work. 

It's been two \ear- of enormous ac- 
tivit\ since Jul\ 1953. when Norman 



Strou-e became pre-ident of JW ! anrl 
a member of the management team 
I composed of Ilenr\ C. 1 lower and 
>cmuel W. Meek. \ ice chairmen of tin* 
board, under Naule\ be-or. now •hair- 
man of the board. I In that period, the 
ai:enc\ added -onie 2l> new a<<ount- 
including such uiant- a- N hlit/. len- 
der Leaf Tea. I.lgin W .it' ll, and i- < ur- 
rentb headinu toward a -i*o\-u|{-e-ti- 
tnuted VitH) million total billing for 
1 * >.5T. including JWT International. 

\n aeeuc\ that - iiearb doubled it- 
billing* -ince 193(1 i- ob\ ioti-I\ churn- 
ing awa\ with work ami a< ti\ it\ in 
e\er\ area. ^ et tlie bub of thi- hee- 
hi\e a<ti\it\ at JWT i- particular!) 



SPONSOR 
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The agency has nearly doubled its over-all 
billings since 1950, is currently No. One for 1957 
in over-all television and radio billings 



(Tillered about the t\ department, 
which lias grown faster than any other 
JWT department in the past year. 

\n indication of the t\ -radio volume 
are the 40 weekh daytime tv segments, 
two hour.* weekly of color programing 
and four hours and forty minutes 
weekh on one network radio l>u\ 
alone. At that rate of operation. J\\ I 's 
t\ department is daily seating new rec- 
ord* for itself and daih superseding 
them. At its present rate of activity 
and hilling tliis- department may reach 
a si'ONsOK-estimated Si 15 million for 
this year. 

''So long as \ on don t have a p\ ra- 
niid organization. \ou can grow to am 
size." \orni Strou-e told si'O.vsoR. 
*' I hat s why we ha\e set up intermedi- 
ary levels within se\eral departments 
to whom the heads of those depart- 
ments can delegate administrative and 
planning responsibility.' 



I his has heeu tlie philosophy behind 
1 1 ■ e streamlining of three major JWT 
departments, each of which is not only 
handling a greater volume of hilling 
and number of accounts than ever be- 
fore, but is also geared for still further 
expansion. 1 he\ are: the tv-radio de- 
partment headed by Dan Seymour: 
media under Vrt Porter: research un- 
der recentK appointed Dr. Don Long- 
man. 

"Each of these men now has sev- 
eral group heads under him so that the 
load of work and responsibility may 
he spread." says St rouse. ''Vow these 
group heads, the six associate media 
directors, for instance could each in 
his own right function as the depart- 
ment head of a good sized agency, hill- 
ing, say $30 to $40 million. After all. 
that is what they in effect do here at 
1 honipson. 

In each of the three departments, the 



group heads or associates are the plan- 
ners and strategist?, usually handling a 
number of accounts with aggregate 
hilling in each group sufficient to form 
a good-size advertising agency. But 
at the same time thev can draw upon 
the advice and counsel of the senior 
man who heads the department. 

"In tv. for instance. Danny Se\ mour 
mo\es in himself for such fast buy s a< 
the Sullivan Show which he bought for 
F.astman Kodak."" says Strouse. "He's 
likely to mo\e in with the man re- 
sponsible for that account in the tv de- 
partment, but because so much of the 
fast-moving part of tv like network 
happens at the top level, not on the 
working level, those negotiations are 
u-ually Seymours province."" 

The three departments work together 
first of all through account groups. 
Chief strategist on an account C'and 
the man we consider the real market- 
ing planner as well." says Strouse) is 
the account representative, who's re- 
sponsible to an account supervisor. 
Working parallel with him is an edi- 
torial group head who is responsible 
for the copy approach. But within 
each group there's also an art director. 



Norman Strouse, Thompson president, here with Dan Seymour, head of radio-tv (1.) and Or. Don Longman, new head of research < r. I 
hegin-- his work at 8:00 a.m.. take^ pan in account planning a> well as being administrative head. He headed JWT Detroit prior to 1955 




a«M>ciate media director, re-earch 
»ronp head iiiid l\ group head, 

Thi* Irani strueliiio rendu"* right up 
to top tigenev level, in so far a- 
Norm Slrunw, head of the Detroit 
J\\ T ollire prior to becoming agencv 
ure-idonl. aetuallv had been priinarilv 
an accoiinl man. rather llian a media. 
cop\ or research speoiali-t during the 
iiialmc voar«« of his (-utri. 

i "You can't reallv sav thai I haven't 
been a media man,"' Mrou-e remarked 
to sroNSoll. "I started in tli** San 
l'ranoi-eo JWT oilier a- an assistant 
»paco hn\ or. I 

\s a result of hi- long-time account 
experience. I lioinp?*on s president is an 
acli\c participator in account plan- 
ning. On Koid. for iu-taiieo. he is 
chairman »»f the rev tew hoard and he's 
a member of the rc\ icw hoards of sev- 
eral other account- as well. 

"We feel that the working attitude 
of our lop management people here is 
one of the major arguments in favor 
of a client being in a large agency." 
Slrou-e told seox-oK. "While the ad- 
vertiser gets all the individual atten- 
tion within his account group that he 
would get in a small shop he might 
dominate, he can also draw on the 
thinking of the top people who've had 
broad experience in related or different 
fields of marketing and advertising 
products. It's our svstem of 'cross- 
fertilization.' v on might sav. Bevond 
that, we feel that a large, major agencv 
attract.- the best talent on all creative 
levels since it is in a generally sounder 
financial position for absorbing this 
expense. ' 

One thing stands out to the most 
casual v isitor touring JWT s five floors, 
and wandering through offices ranging 
from the brightest modern to iron-grill 
and "lass walled rooms reminiscent of 
a well-kept medieval ca-lle: There's 
no such thing a.- a "sit-down" execu- 
tive in the agencv. Throughout the 
various departments there's an enthusi- 
astic shirt-sleeve spirit. In other words, 
department heads are as knee-deep in 
reviewing and working with particular 
account problem.- as the group head- 
responsible to iheui. 

Thev re also husilv formulating new 
philosophies and methodology to guide 
the functioning of the department and 
servicing of clients. Dr. Longman, for 
instance. I now JWT research director, 
forinerlv a top Atlantic Refining Co. 
marketing executive with responsibility 
for $600 million in sale- i is encourag- 
ing activity in two directions within 
the department. 



ii5— Si. 



\ fraction H rrytwuofi rr-i* U» 



I » «i 



;ixr*xi> orri:t 



;3 



Tv department' ■■rji«iiiiAui i«ni i- upical i>f J\\ I - "jM'aniir fur r\riaiiMiin," wit 

head- aeiius a- ivradiii dirri'inr- f«n ihc-ir acruiinN, rn nmiiicniling intwtirk ami -[ml l>u\« 



J^^T's tv department, headed l>> Dan s r\innnr I -rated ernteri, "illi jduiini-lra 
live aiil from Jack. Dtnine I -rated -utcirid from I.I. inrludr- -i\ jirunj) lirad- "wlm « mild 
head an unfile) l\ department." aeeonlinp 1" |)r\inc. Tlic\ an- l-ratrd. I. In r. I "-"Inrr- 
llavur-. Kidicrl liiirlianan, V.\ ottdrnw lirnnil, islanding. I. In r. i Warrrn VVrMun. 
Howard >ptike-. Tlioma- llaa-. Kaeh is as-ifiiird In \ariou- ai-nmnl prnup- a- l\ rrp 
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Ty department heads from JWT branches consult each 
other weekly; New York handles network dealings 



"W e have nine group heads right 
now," lie told sponsor. '"These people 
have had field sales. marketing and re- 
search experience. W e feel the\ should 
coiilimie to develop their marketing 
know ledge, since sound advertising re- 
search projects need a well-grounded 
business frame of reference." 

lie points out that the largest and 
most research-conscious clients lend to 
use agency research to the fullest ex- 
tent, since they're sophisticated about 
the values implicit. W hile launching 
specific client research projects, how- 
ever. Dr. Longman is also working on 
developing new methods for broadcast 
testing. 

"W e re experimenting with new 
methods of pretesting new t\ commer- 
cials, individual!) and right in the 
home: and we include in the test the 
close approximation of a buying situa- 
tion.'" he told sponsor. 

A system for testing new radio com- 
mercials which the agent*) is already 
using is a phone-tape system. An in- 
terviewer calls respondents at home 
and sav s : 

'" This is a re-earch call. Would jou 
be willing to listen to two commer- 
cials?" 

In return for listening to sa\ two 



new tea commercials, the interviewee 
receives a sample of the particular 
blend he or she chooses. Actually, the 
product is identical, but from his 
choice, the agency has a te-t of the ef- 
fectiveness of the commercial. 

"If 1 can get a normal situation 
leading to an action decision then I'm 
getting somewhere,"' says Longman. 
Having the respondent choose one of 
two product samples on the phone 
comes close to his making an actual 
buy ing decision. 

Development of new approaches isn't 
confined to JW "I s re-earch depart- 
ment. The tv group and media de- 
partment are working on a number of 
new premises. 'Flic four network tv 
shows Ford has bought for fall is an 
example of new programing and media 
strategies. (Starting in fall, Ford will 
be sponsoring Suspicion, NBC T\ al- 
ternate Mondays 10:00-11:00 p.m.; 
Tennessee Ernie, NBC TV, Thursdays 
9:30-10:00 p.m.: Zone Grey, CBS TV 
alternate Fridays, '5:30-9:00 p.m.; and 
five hour-long special Lucy shows scat- 
tered through the year.) 

tm \ ou want maximum total audience 
on tv . reaching as close to 100' f of the 
tv viewing public as possible. ' Dan 
Seymour told sponsor. "So you take 



shows which ) ou expect will ha\ e top 
ratings, but each of which has a slight- 
ly different appeal, to make sure you're 
penetrating all groups. You're still 
identified w ith a show on an alternate- 
week basis, but you're now* getting a 
four - barrelled adv ertising strategy 
rather than reiving on one package." 

Where Ford's §5 million CBS Radio 
buy is concerned, both the tv-radio de- 
partment and media put heads together 
for close to a year, studying the me- 
dium from every conceivable angle. 

"It s no secret that the ideal time to 
reach a consumer is when they're using 
the product you re selling." says Jim 
Luce, associate media director on the 
Ford account. "Well, we particularly 
researched the car radio situation and 
found that the traffic hours deliver an 
immense and unmeasured audience for 
us. That was one of the basic reasons 
behind our Ford radio buy."' 

The media research group, also un- 
der Arthur Porter, media v. p.. actually 
functions as the associate media direc- 
tors' right arm. 

"It s the associate media director 
who actuall) compiles, arranges and 
presents media research." Luce told 
sponsor. "We use it more than the 
head broadcast and print buyers with- 
in our groups and more than the actual 
media buyers who have the traditional 
research tools at their disposal. With 
the complication of media today, the 
I Please turn to page 74 I 




Media, headed by \ithur Porter, v.p. and media director (out-of- 
town at time of picture), include.-, six associate media directors ll. 
to r. ) Philip Birch, Robert Lilien, Richard Jones, James Luce. Jack 
(lieen. ( \nn Wright, associate media director, was vacationing at 
time of picture). Each associate plan- strategy for one or more clients, 
making budget and media recommendations within account group 




Research group heads are being trained by department head 
Don Longman (standing third from 1.1 to become marketing strate- 
gists as well. Currently the department ha~ nine group head-, includ- 
ing (I. to r.) Herbert Fisher, \ ictor Lynn. Martin Stern. Jame- 
Shriver. Dr. Longman. Warren Flynn, Ethel Booth, \rtlinr koponen. 
New research projects include method for pretesting new t\ oliovri 
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WITH SPOT RADIO AND HOOPLA 



Swedish small car ha* it> 
sights trained on No. 1 
selliim Volkswagen. It's 
now No. 2 on Coast, will 
use spot radio d.j.'s as 
mainstay of national drive 

sponsor • 27 .ii l\ 1957 



I LOS \,\GKLE.* 
ii 195o. prnbahh tin one in Gothen- 
burg -eriou-l\ belie\ed that within two 
\ear> Sweden V largept -clling motor 
ear would rank *eeond in foreign car 
sr.les in the \\ e:»tern I nited Stale>. 

No one. that i.-. except Leo llir-li. 
an \meriran importer on a bu-ine— 
trip in Sweden. He had heen \\ uoed 
b\ the performance of the \ol\o and 
finalh negotiated the I . >. distribution 
rights with Guniiar Engellau. pre-ident 
of \B Volvo, the "General Motor- of 
Sweden." 

Hir^h and hi- partner in \uto Im- 



port-. Inc.. Gene Klein. re\er-ed the 
u-tml pattern for introducing a new 
product in the I . >. 1 he\ -tarted in 
Southern California the eoitnln - 
number one -port- car market. I he 
eventual aim: national -ale-. 

Kent Goodman, pre-idenl <>f \d\er- 
tiding \genrie-. Inc.. got the an mint 
in Februar\ of 1056. Goodman, an 
e\-iiiarine. had worked for four radio 
-lation- before goin_r into ad\erli-im: 
i with total capital of £50 1 and pro- 
duced the fir-l oul-ide commercial l\ 
-how in Lo- \nrele- on KTL \. 
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Volvo is in New York, 
hits Midwest cities soon 



Ilirsh and Klein gave Goodman 
complete leeway in running the cam- 
paign, even conceding to his insistence 
that \ oho not he promoted as a ■'sec- 
ond" famih car. 

Goodman entered the car in Califor- 
nia road races as the first step toward 
getting it known, lie put it in auto 
shows, had planes fh o\er heaches and 
ball games with Volvo streamers. 

In \pril of 1956. he made the l>ig 
decision: "to let radio earn the load 
because 1 still June faith in the tre- 
mendous selling power of radio.'' 

So he put half of a budget of less 
than $10,000 into radio, starting his 
spot campaign on si\ Los Angeles sta- 
tions KMC. KGIL. K1E\, KM PC, 
KPOP and KXLA. In June he added 
KJBS in San Francisco. KHOW in 
Oakland. K.CBQ in San Diego. 

At first. Goodman bought prime 
time only (6 to 9 a.m.. 1 to 6 p.m.) 
and copy was largely introductory, 
making familiar the two slogans he 
developed: "the family spurt* car" and 
'"product of superb Swedish engineer- 
ing. 

"The aim of the copy," Goodman ex- 
plains, "was not immediate sales, but 
to let people know the car was here 
and what its features were. We urged 




forfl, 




KPOP 



DRIVE THE 
SWEDISH-BUILT 
VOLVO 





Next Step after \olvo goes national will be introdurlion of truck and tractor 
line, M'O vmih learns. Gunnar Engtdlau (above) is young president of Swedish firm 



Merchandising is considered vital by 
\ol\o. Firm >eeks to spread impact a~ far as 
po^ible. To get enthusiasm from d.j.'s each 
got \ olvo to drive, then describe to listeners 



them to see it and drive it. 

'"Copy itself can t sell am product, 
only create the desire. But enthusi- 
asm is catching. So the first step was 
to make the d.j.'s who were to read the 
copy familiar with the car. 

"Its unfortunate every advertiser 
cant lor won't) do this. A d.j. can- 
not personalize copy, no matter how 
much leeway you give him, unless he 
knows the product intimately. 

"Each d.j. was given a Volvo to 
drive. He was then able to inject his 
own honest reactions, how his wife 
took to it. what the kids said about it — 
with one stipulation: he bad to stick to 
the basic facts in the copy. 

"Every d.j. has his own follow ing, a 
loyal group of listeners who depend on 
his recommendation of a product. He 
knows his audience. Then, once he 
knows the product, let him bring them 
together in his own way. 

''A disk jockey s value is enormous." 
Goodman feels, "if you give him his 
head. He 11 play with the name, dream 
up his own pet slogans and rhymes for 
it. And his excitement can spread 
through the station, leading to valuable 
promotion tie-ins and other help, 
which is what happened to us." 

W ith this philosophy, Volvo was 
launched on radio in April of 1956. 
Within a month, sales had tripled. In 
June, Goodman's budget was raised to 
$25,000. 

Continuing to put half of it into ra- 
dio, he had a jinide recorded In the 
Pied Pipers — "Go, go, go with Volvo'" 

which was used in Los Angeles alone 
on KABC. KBIG. KFWB. KGIL. KLAC 
and KPOP for 13 weeks. 

"It caught on." Goodman recalls. 



"and served to introduce the car. But 
b\ the end of summer, we were well 
through the first phase of our cam- 
paign, lhe product had been intro- 
duced, had passed the one thousand 
sales mark in July. We were ready to 
settle down to explaining ivhat the car 
was, not just that it was here." 

So the jingle was abandoned and re- 
placed by copy containing specifics 
about speed, economy, comfort — with 
the same leeway for d.j.'s to personal- 
ize. 

Goodman also bought a month or 
two of individual spot campaigns for 
local dealers in smaller markets when 
his budget was upped to about $40,000 
in August. He used KFOX in Long 
Beach. KATY in San Luis Obispo. 
KMJ in Fresno, KSJO in San Jose, 
KCMJ in Palm Springs, KRUX in 
Phoenix and KMYR in Denver. 

With his steadily increasing budget, 
he was able to extend radio to 57^ 
of the allocation (adding KHJ and 
KPOL in Los \ngeles) and increase 
newspapers. 

Newspaper advertising, begun along 
with radio in April of 1956. consti- 
tuted (and still does I about 25 r ^ of 
the Western budget: tv gets lO'T; out- 
door. 5' r : magazines, 3^. (These in- 
clude Western editions of Esquire.) 

Goodman launched his tv in Septem- 
ber of 1956 when be had $50,000 and 
the football season to further his cam- 
paign. Seeking sports enthusiasts, he 
bought PCC Highlights, a filmed 
roundup of Coast Conference games, 
on KHJ-T\ in Los Angeles. To reach 
the whole family, be undertook 13- 
week co-sponsorship of Adventure Al- 
bum on KHJ-TV. but found reaction 
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from tlic »>|n>rt!>-iiiintl*?il l»«-tlt*r. 

\t 1 1 it- *aitn« time I .September I , In- 
stalled spots on kllJ-T\. kll.\ iirnl 
k T\ \ . "Ku*pnn*e from — 1 1 < » w — v\ ; i - 
isa^ier t<> niea»nre than reaction to 
spots," he >;i\>. "becnu*e more people 
mentioned the ««Iiiiw* tn dealer*, lint 
Mill can't lical saturation fur leaching 
men clsis*. \V bile a specific andiencc 
jdiould be enlt i\ ated. we feel the ac- 
ceptance i»f tlie car l>\ all t\ pe» ami 
income group* i* due to saturation. 

I Goodman make* outdoor |»art of hi* 
t\ eoterage a- well In strategic place- 
ment of billboards at sporting » • \ c 1 1 1 - 
where t\ cameras will j » i « k them iij>. I 

Though he credits radio u* the big- 
gest factor in \ oh n** -ni ce**, he em- 
pha*i/e* the interaction of all media: 

" \ man is dining home and hears a 
\ol\o ?pot, he looks ii|> and m'i'> a Vol- 
\o card on the »idi* of a bu*. he I n r n~ 
at a corner with a \td\o billboard. 
Later, he* relaxing, he sees a \ol\o 
spot. That's the sort of impression 
that starts taking root." 

Kven though Western *ale* had 
passed the one thousand mark in Jnb 
of \ t )r>(>. \ ob o wa* still not in the top 



.'.> iiiijini ti-il i ar*. Wh.it < • • 1 1 1 1 > i 1 1 ; 1 1 i < • 1 1 
of factors brought it into munber two 
place in le — than a \ear finrrr thai 
date? 

(>ooihnan will te|| von that ad\erti«- 
ing alone cannot |int a product mci. 
It iiiu-l go hand in hand, lie feel*, with 
puhlieiti and | mi bin relation*. I he 
distinction is hi« own : * 

"I'tiblic'rU alTect* the pun ha*e; pub- 
lic relations alfects tin- purchaser after 
he's purchased. gi\es him confidem e 
in the piodtnt. in the firm who sold it 
to 1 1 iiii. We'll tr\ am limit: for pub- 

licit*." (I Inian admits, "but it has | 0 

he in good taste for g I public lela- 

tioiis. 

"I rddieih can begin with the sale* 
and promotion department* of a sta- 
tion. I hi' stations, too. there's nothing 
lil>e the thrill of putting over a new 
product. 

"So restrain vour«elf: don t dictate. 
Let the station place \onr spots. 'I hen 
thev're part of voiir campaign and 
thes'll find other \\a\s of putting it 
across. 

For promotion »pot>. extra station 
facilities, sponsor mentions in their 



own ncwspapci >ids, (minimal) give* 
spei i.il thanks to (.corgi* 15. iron, picsj. 
dent of K I ) \ ^ ; Moitilliel ILill. piesi 
dent ami ownei of kI.\L; "-tan v piro. 
general 'ales manage! ofkMI'L: Mow 
ard Wheeler, geiieial sales niaiiig<*i of 
kllj I \ . 

It wa~ good pnblii it\ and publi< 
iclatioiis Itiilh when \ ob o won '22 of 
its 2d t.alifoi nia load ia<es. and in it- 
Ma* I issue I . N, \e/»\ urul II or l<l A'c- 
/ii<// i iteil \obo as 1 1 ii m 1 ii ' i two in un- 
polled i ar» in the W e«t. based on (.ali- 
foruia sales alone. 

"Our reward.' <! Iman *tate*. "was 

an rm rea-ed budget and the national 
account. ' 

\nto Import-. Inc. introduced \<>Lo 
in the Last and Midwe-t in Jamian of 
this war. a tear after it» first appear- 
ance in the West, (ioodmaii wa* not 
as-igned the account until June, but al- 
ready be ha* lauin lied it in the L.i-t. 
following the same pattern he u*ed in 
the West : 

Following road race-, auto >liim». 
streamers, a di*pla\ iu the .\ew Work- 
er hotel, come radio -pot- a prime 
time -aturation scheduled to begin 



Fact sheet isn't enough when sun waul In inspire laleril -a\- \ • 1 Igeiieic- Inc. licail ken! (>ii<nliiiuii (exrn-il)c r. I ami importer nli«i 
liruiijjhl car liere, l eu Hir-h. N'cing car. kl. \( Fixe": (irue Norman, tin- lale VIe\ (amper. l)n;k lla\ne*. lVnr Holler, Jack Ninlli 




VOLVO continued 




MATTRESS SALES TRIPLE WITH 
SPOT TV CAMPAIGN 

or a number of years, the cost of t\ and the immense bud- 
gets of its competitors had intimidated the Orders Mattress Co. 
of Greemille. S. C. But this year, at the insistence of its a<renc\ . 
Henderson Advertising. Orders took a modest little plunge into 
local tv b) ordering a small and tentative spot schedule on 
WFBC-TV. Greenville. S. C. 

The results, in the words of J. B. Orders, Jr., v.p. of the 
family-owned firm, were: ''Phenomenal!" 

There hadn't been anything wrong with the Orderest Mat- 
tress for 22 y ears, nor had sales been sluggish. It was a brisk 
seller, had the Good Housekeeping Seal of Approval, and main- 
tained its small share of the market against its multi-million 
budgeted national and regional competitors. 

Then the agency made up a minute film commercial showing 
a 15-ton road grader juggernauting right over an Orderest 
mattress — with the mattress firmly springing into shape again 
as soon as the pulverizing weight of the tires rolled over it. 

"Sales this year so far are three to one compared with our 
non-tv \ear. ' Jim Orders sa\s. "Business is really good, and 
our only change in operation ha« been the addition of tv." 

While sales are the indication the firm liked best, its confi- 
dence in t\ was boosted further by a brand name survey which 
the agency conducted in the Orderest marketing region. After 
the t\ campaign. 41 ' < of the respondents were able to recall 
the name of the Orderest mattress; 6'f of the respondents men- 
tioned the next leading mattress la SI million advertiser) : 4'r 
the third-ranking mattress, also a SI million advertiser, whereas 
the last three mattres>es named (all >ix-figure ad\ertisersl 
ranked at 3' < . 2',r and l r ( respectivelv in Orderest's area. ^ 



later this month on WINS and WXEW 
in New York. Richard Elfenbein han- 
dles the account for Goodman in the 
newly-opened New York offices of Ad- 
tising Agencies. Inc.. 509 Madison 
Avenue. 

\ew York will also be the focal 
point of national publicity for Volvo 
when the car is driven onto the stage 
of the Steve Allen Shoic 29 July. 

Boston. Newark and Philadelphia 
are other key Eastern cities where Vol- 
vo is being promoted. Each area is 
now being surveyed with an eye to 
picking stations for radio coverage. 

When the heavy guns of the cam- 
paign are levelled at the Midwest in 
August. Chicago. Milwaukee, Detroit 
and Minneapolis will get radio. Indi- 
anapolis gets it in September. 

In that month the campaign opens in 
the South: in Miami. St. Petersburg, 
Jacksonville and Winston-Salem, N. C- 

Goodman will rotate the major part 
of his national budget to handle each 
area separately. The total sum will 
exceed the well-over $500,000 of his 
Western budget. National magazines 
will be added. 

About the campaigns. Goodman 
says. "They'll vary, of course, with lo- 
cal conditions, but one thing they H 
have in common: radio as the back- 
bone." 

Explaining this, he states simply, 
"Why fight something successful? 
We'll use our basic thinking in other 
areas. And our basic thinking is ra- 
dio." 

At the same time, he intends to 
make far greater use of tv in the West, 
dipping into an additional budget to 
do this so that he will not have to cut 
the radio or newspaper expenditure. 

Tv will be primarily spots and shows 
for the sports minded. He kicks off 
with a 30-ininute filmed capsule of the 
Rams Game of the Week in the fall 
on KHJ-TY. 

While the summer months are in- 
deed crucial for the car. sponsor 
learns exclusivelv that other Volvo 
products — trucks, tractors, and a print- 
ing press — will be introduced in this 
country in October. 

The automobile s prestige will give 
them a running start. Goodman is. 
confident that the Swedish company 
will reach its goal of 15.000 Volvo 
s;des this vear (\ olkswagen is expected 
to sell 50.000 k 






From the pa^rs of SPO>SOR\ Ti Radio 
Basic.-, out this week, here arc trend- ^hich 
will have hi«r«;e>t impact on fall -trate<:>. 
Spot trends arc ha.-ed on surve\ of tiinc- 
huyers all over U. S. Suminin«r it all up. 
air media expansion will he uninterrupted 



For a question-and-answer status report on every facet of tv radio s 



SPOT TV 

• Total business for year looks to be headed up. 

Though earl) part of year was slow -nro\ ing. buyers tell 
si'onsok fall looks inucli bigger than \ ear pre\ ious. Good 
-lice of the new nione; will move into da) time. Buyers sa\ 
c-lioiit-. no longer que-tiorr whether housewife watches t\ 
during da) time w ith divided attention. 

• Spot tv strategy Is moving closer to spot radio 
strategy. More clients are buving flurries of announce- 
ments, nun ing in and out of the medium more free!) since 
this pattern is spreading to such traditional 52-week adver- 
tisers as Bristol-Myers. General Foods. Vicerox . Higher fre- 
quency is the 



big fall trend 



• Fringe time minute announcements are popular 
in strong feature packages. Increased sets-in-use in 
main markets as a result of feature programing after 10:30 
p.m. helped attract more clients into late night station option 
time. but. while interest is at a peak, the abundance of fea- 
tures makes good clearances for fall still possible. 

• Abundauee of film product is crowding local live 
shows off the program logs. Film product availabilit) is 
at a peak because of the accumulation of syndicated film 
and the Hollywood libraries which are still relatively new 
and untapped. Buyers' market in film is base for stations' 
barter agreements, which result in big discount schedules 
for ad\ ertisers. 



NETWORK TV 

9 There are more brand new nighttime shows 
billing this fall but no big programing innovati<;i. 

Growth is coming from higher budgets for "qualitx" pit 
ucts rather than experimental formats. There are two m 
trends in program t\pes: lal Western lb) \ arietv she! 
The latter headed b\ vocalist stars instead of comedl; 
Straight Drama and Quizzes have bad the highest casu.» 
rates during the season just past. 

• There are more availabilities this year than h 
This includes both completel) unprogramed time and oi 
alternate sponsorships. At presstime all three networks | 
have unfilled slots in the prime nightttime hours. 

• For the first time film shows have outdistam) 
live in the nighttime lineup. While film has stea-fl 
been creeping up on live for the past few seasons, this I 
it takes a large stride ahead. This upsurgence of IM 
coupled with the decline of Quizzes and Dramas (parti 
larly the live hour-long anthology Dramas! now defini 1 
gives Holly wood the title of tv's major production center 1 

• Costs continue to rise. Aside from added exper 
tures for high calibre programs ( particularly noticeable 
the Variet) and Music categories), talent and product 
costs generall) will average from five to 10" more thai 
this past season. (See program charts, page 40, for m 
of individual new shows and chart on page 36 of B 
for average costs of new shows by types. I 



r SPONSOR'S II" ANNUAL TV/RADIO BASICS 
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11th annual Tv Radio Basics has 272 pages divided into 



nine sections. To make it easv for vou to find sections 



and refer hack to them over and over through the year, 



issue includes convenient "do-it-vourself" index tahs 
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ioiNSOR's Tv /Radio Basics. For a summary of the top trends, see below 



SPOT RADIO 

} Clients will invest more nioiiev in spot radio this 
\[iv iIkiii lu.-l. Timebusei* -lines cd l)\ s|'ci\m>ii arc 
I icticalK unaniiuou- in thi- opinion; total \cai '- •»|»»*utliii«i 
i \ he 1 1 1 > l>\ more than 10' < . I!t*|>s ami station managers 
Jo set' making of a banner radio \car. 

E L 

I I* ill I Inning; is now under wav. Contract* an- now 
I ng written carrving through to sear - end. Client- who 
\ rilcl not uoimullv begin -chcchile*. in Jnh feel o>-t of few 
( ra week- i- well worth franchise* the\ will hold again*! 
i i. petition when the fall rii-h for time -ets in. 

( Franchises i 1 1 assume new importance. I)e-pi|e 
|t that spot radio will continue as flexible inedinm with 
l-nt> moving in and out. franchises will he held on to a> 
■ g as pos-ihle to protect claims on choice lime sluts. 

I igcr term hn\s ina\ he the kes note thi- fall. 

t .Nighttime rndio nun jjet a ^ooil phn. I hi- -ea-on 

• Jd mark the o\erdne breakthrough if for no other rea-on 
0n a shortage of availabilities in ■"prime" hour- and das- 
l»e. Lower rates, hetter dociinienlalion and programing 
i lid attract more clients into night. 

I .Market and station lists m;iy lie extended. Clients 

• \ not onl\ fan out hcv ond "prime time-, but mas spread 
loud major markets a- well, e-pecialh in area- where t\ 
Mglit. V number of Inner- also predict greater frequence 

-thedules at all hour-. 



NETWORK RADIO 

• Bn»iiie-- i« great. I In- bhn- < hip uf h erl i-fi « .in- u- 

I II I' II i Hi" en m.i — e with |') of llir n.ilif.ii- |np |IM| -penilel- 

u-ing netwoik radio ihi- |iiin r ! in i nuipai i-on wild mils 2<> 
at the -.line lime |a-l \e.n. *d!<l -i r 'ii- are out on main ml 
woik lime peiind-. pa 1 1 ii ii I ,i I K foi peak automobile diising 
time- and weekend-. Iheii- an- If" different « ■ > j 1 1 j > ,i 1 1 i< 
having network, moie ( lienl- In tenn- id 1 1 1 1 ■ 1 1 1 • < ■ i - and of 
dollai- than at anv time in the pa-t -esru or eight \ear-. 

• I here*- inteii-e mlv ert i«er interest. National ami 
regional client- base been lolling into network radio -in< <• 
the medium- lowe-| point in Jaiiuarv. "»ome are returning 
beean-e of a \ i\ id realisation ,i- In what afToidabfe fre- 
ipieiie\ tin \ get in radio \ -. ihe more < \ n- i\ <• \i-ual 
media. Other- follow tin- leader, higge-t of whiih ihi- \ear 
ha- been I'ord Motor ("ii. with il- *.">.." niillion ordi r with 
CHt> ju-l one nf main blue-chip bin-. 

• Audiences Inne leveled off. Ts m-i ui« In ha\e taken 
it- final toll, \ctwoik radio audience- -tailed to |e\el o(T 
and begin a gradual climb about a sear and a half ago. 
Bigge-I taue-in- are for peak drisiug time- when the eai 
audience add- a- much a- .Kl'i to the in home audience. 
I his mobile audience i- radio - osmi. 

• Vd\ ertisers arc getting sharper in their u-e of net- 
work radio. Plies re -pending more lime on the content of 
the time thev bin bs hiring radio -peeiali-l-. encouraging 
writing talent to deselop new commercial radio technique-. 



How to order reprints: Kach scar sl'ONsou receive- re- 
quests for thousands of reprints of il- faet-and-figuie chart 
sections: Television Ba-ics. Radio Basics. Film and Color 
Basic? I combined i . These are made available at a nominal 
per-cops price and at reduced quantits prices. These are the 
reprint prices: Ts Basic-. Ar>c per cops : Radio Ba-ic-. .TV 
per cops: Film combined with Color Basics. 30c* per cops. 

To place an order, send a letter or a postcard to >poii.-or 
Serv ices. Inc.. 40 F. Wth >t.. New ^ ork 17. Y x . . Ouantih 
prices ssill be furnished on reque-t. 

Reprints w ill also be asailable later next month for Time- 
bin ers of the I. >.. most extensise list set puhli-hed of 
tiiuebusers and their account?. This is being published in 



in.-talhueut-. fir-l of whic h appear- in the Ts Radio B.i-ii-; 
following installments svill appear in regular i-*ue- of 
sroxsoit during \ugu-t. 

Kxtra copies: Ts Radio Ba-ic- i- di-tribnted to all 
sTONsor -nb-criber- with the 27 Jills i — lie a- "Part Two." 
In addition, sou niav order extra copie- of the i — ue at *2 
each. See ad omtjiniiisi coupon for orrVrius; extra copie- 
of Tv Radio Basics, pane 235. 

"Dodt-v onr-elf" index tali*: Uijrht in-irle the coser of 
sour Ts Radio Ra-ic-. voiill find a card containing a -el of 
convenient index lab- to help vou u-e Bade-. ^ ou -implv 
reinovf the tab- then fix them to each introduction pane 
using an adhe?ise which need- no wettini;. & 
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"WHY SHOULD I BUY SPOT RADIO?" 



One of most detailed answers for clients 



is contained in John Blair presentation 



which combines the sound of stations with 



facts, figures and actual case histories 



for advertisers who've had success on air 



TEEN-AGERS 
LOVE 



CD 



SPOT 



97% listen to radio every week 
"y T ol 

I I /O listen to radio daily 

71% listen 5 days or more weekly 



76% have their own radio for 
personal use 

2 hours 20 minutes is average amount of daily listening 



SPOT RADIO harmonizes with the 
busy life of young housewives 



* 95% listen to 
radio every week 

* 80% listen daily 
an average of 
VA hours 




- 



^ favorite listening places are: 
kitchen 38% 
bedroom 20% 
living 'room 17% 

rT^ 3 automobile 9% 



^9 |>ot radio is a sound medium. savs John Blair & Co. 
and the\ set out to prove it in presentations to admen b) 
plaving taped excerpts from program!* and personalities on 
the air. The objective*: to provide the "feel' of the medium 
along with the facts and figures. 

On these pages are slide* from the basic Blair presentation 
which show jou the kind of answer reps are equipped to 
give toda) to the client who asks: "Win should I buv 
spot radio?'' 

Immediate!) below are three of the fact-and-figures charts 
summing up the ""reach of spot radio. Its "'impact" is 
shown on the page at right in the form of nine capsule case 
histories for a varietv of mass-market products. ^ 



SPOT RADIO'S REACH « dorumentnl in Hud 
(hurts helou taken from Uluir presentation. Source of all four: RAB. 
Pulse. These are just fete highlights from presentation's array of data 




9 OUT OF 10 WORKWOMEN 
ARE REGULAR 
RADIO LISTENERS 



WHEN do they listen ? 

early morning 58a 
afternoon 32/ 
evenings 31/ 

WHAT do they listen to? 



music 
news 
variety 



66, 
5 5 a 

7; 



WHERE do they listen? 



in autos 51/ 
in kitchens 32/ 
in 'living rooms 27 



SOt'lCl >*■ f.l.. J U f.., K f ,ik Mil 



SPOT RADIO'S IIVIPACT M """""'•*'' hest KlfA miw hi\l,mr\ un</ /• Minmnxil s 111.' r'irw inmilm nun ltui'il ./mm/ 



PEPSI ' ASE" 
SPOT RADIO TEST CAMPAIGN 





SATURATION SPOT 
RA0I0 SELLS TETLEY 

to / out of 0 ho e« 
n I t miion e.ivh 
and tve f *et« 




^ amours Ti 
Sit rua vu 




'A* o »od'0 tu((ctt *ior> I hovo never 

teen anything thot comn clot* to it" 

J CI ARK E MAlIiMORf 
» A t acCoun: i <K 




NriMMqlMCt. 




Food products, I'l.U.aest rtitt'/cnn ttimittfl \\wl radio ilienls null SSi.J'J I .()()() y^eniliii/! in tir\t i/iinrter \<>u. are iuh \,mr< • nl w/...nn wnri» » 




did it with Half of their 
budget in Spot Radio! 



NUMBER Of SHONS 



1953 



1957 



25 



169 



NUMBER OF CITIES 
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Larry Mack, Pres. 

wrote: 
"I owe it to radio" 



RjJ o schedules ten tittUtt from lam lo 

s i limes Slendtre'lj's imtul liemeaci 



AMERICAN AIRLINES 
RELIES ON RADIO 

"In our buttress we find if difficult 
fo fioce soles retults, and even more 
important to relate results to media. 
Bur we know we have received more 
unsoJkrted reactions to Radio than from 
any other advertising we hove done " 

4 CrU- 

VP I Dir»<toi ©f Adv«rfiMng 



Se> JbOA'd ty * m n a good <r mnf) 

lo SpOl F?«diO ^nd R * <3 O h * » 
rtluintd Ihil Ir *»nd«* 0 **i A fteh 
r w A ' d Ot % O u n d b u * i t-i •» • * 4ir»d 
nilHufionAl «((«<r\9ih 24 I m on* 
oi doiirtf* o » 

R,idio m sntt oui mo*' pioduc'"* 
lOurcv ot buvmo^n .ii lowf ^» com 

■ft - 

V P ot S'dDOA'd Fm.inc* Co 



Services, whether they prmitle glamor tor the midriff or money for hills, hair foiuul spot radio deliiers mshwiers at an rt onomu ai tut* 
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i lOCM SI 8 ' R f 

4 CHE STERFIEIO 

5 MISSION 



PIONEER IN THE CONTINUOUS USI 
OF SATURATION RADIO IN 
COMBINATION WITH VISUAL MEDIA 



s.\itu»rj'a Jid.! PUD-' 

» hrn ■•»! 11 .<■' "II t 

fmtthimtwrtt v«J 
ilkrlVir m ■»«•*■•'<•" ifcji '«i> " 
ihf t f^»i' f' 

\ p I I k > 



El 



Pepsadent iH 



toru wmhi wmi 
tii nut* wiir* 

SWT CM.MMI 




TobaCCO, beer, drugs, >"<>tt name it. there are rase histories Irom liternlh i'irn Mpe />f Iwuness in e\i<ten><. These are <■ 
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A weekly listing of changes 

in the advertising and broadcast fieldt 



NEW AND RENEW 



NEW ON RADIO NETWORKS 



SPONSOR 



Angostura -Wupperman, 
Armour. Chi 



NY 



Hudson Vitamin, NY 
Rhodes Pharmacal. Cleveland 
Sleep-Eze, LA 
Sterling Drug, NY 
Woman's Day, NY 
Woman's Day, NY 

Woman's Day, NY 
Woman's Day, NY 



AGENCY 

Ruthrauff b Ryan, NY 
N. W. Ayer, Chi 

Pace, NY 

Olian b Bronner, Chi 
.Milton Carlson, LA 
DFS, NY 

Paris & Peart, NY 
Paris & Peart, NY 

.Paris b Peart, NY 
Paris & Peart, NY 



STATIONS PROGRAM, time, start, duration 

CBS 201 Arthur Codfrey; alt F 10:15-10:30 am; 13 Sept; 13 wks 

CBS 201 .„ Arthur Codfrey; Th & every 4th F 11:15-11:30 am; 26 Sept; 
52 wks 

MBS Cabriel Heatter; Su 5:45-6 pm; 5-min seg; 18 Aug; 13 wks 

MBS Cabriel Heatter; one day per wk 7:30-7:35 pm; Sept; 52 wks 

MBS Cabriel Heatter; Su 5:45-6 pm; 5-min seg; 8 Sept; 13 wks 

_CBS 201 Cunsmoke; Su 6:30-6:55 pm; 5-min seg; 7 July; 13 wks 

CBS 131 Nora Drake; M 1-1:15 pm; V 2 spon; 1 July only 

CBS 131 Our Cal Sunday Sunday; Th, F 2:45-3 pm; '/ 2 spon; 27, 28 

June only 

CBS 131 Road of Lite; Tu 1:45-2 pm; 2 July only 

CBS 131 . Second Mrs. Burton; W 2:15-2:30 pm; '/ 2 spon; 26 June only 



RENEWED ON RADIO NETWORKS 



R. ). Reynolds, 
Beltone, Chi 



SPONSOR 

Winston-Salem 



AGENCY 

Wm Esty, NY 

Olian b Bronner, Chi 



STATIONS PROGRAM, time, start, duration 

NBC 100 Crand Ole Opry; Sa 10:30-11 pm; 6 July; 13 wks 

MBS 480 . Cabriel Heatter: Tu 7:30-7:35 pm; 10 Sept; 26 wks 



BROADCAST INDUSTRY EXECUTIVES 



NAME 

Elliot F. Alexander 
Robert W. Allen ... 
Jules Arbib . .. 

Richard Baldwin 

Lionel Baxter 

Charles Bennett 
Robert Blackmore 
Wally Blake 

Betty Boucher . 

William Breen 
Harry Bubeck 

John J. Burke 

James L. Caddigan 

F. Douglas Chingo 
Charles M. Conner 
Daniel M. Curtis 
Robert H. Dodd . .... 
Allen W. Dunn 
Claude H. Frazier 
Milton Fruchtman 
Larry Cibbons 
Eric H. Haight 
Don Harris 
Cene M. Heard 
Ben A. Hudelson 
Irving Hunter . 
Jim Jarvis 
Bert Julian ... 
Jerry Kelly, Jr. 
Robert E. Kintner 
Richard C. Landsman 
Milt Lewis 
Irv Lichtenstein 

Charles D. Linton, Jr. 
John R. Mahoney 
Joseph K. Marshall . 
Tom Matthews 
James S. McMurry 
John McRae 
Raymond C. Mercier 
Cene Milford 
Herbert Miller 
Ted Mills 
Stanley Moldow 
Ben Park 
William A. Patton 
W A. Reese 
Emanuel Sacks 
Jerome B. Samuelsohn 
Marshall Schacker 
Ceorge C. Steele, Jr. 
Joe Thompson 
Walter L. Thrift 
John F. Tobin 
Harry Travis 
Charles Vanda 
Ceorge Vickery 
Myron T. Wile 

William E. Young 



FORMER AFFILIATION 

BBDO, public rel's acct exec 



NBC Tv Films, NY, sis rep NY State 
-NBC Tv, Films, NY, south central sis supvsr 
WIBC-Radio, Phila, managing dir 
Schenectady Cazette, Albany rep 
NBC Tv Films, NY, northern Calif sis rep 
KIVA-TV, Yuma, ops mgr, newsman, photog 
ABC, NY, mgr stn clearance 
NBC Tv Films, NY, southeast sis supvsr 
Leo Burnett, Chi, sis staff ..... ... 



Allen B. DuMont, NY, dir of programing b production & 

dir of Electronicam div 

KCRC-TV, Cedar Rapids 

WTCN, Minneapolis __ 

NBC Tv Films, NY, eastern sis mgr ... 



KNTV, San Jose, production dept 
WACA-Radio, Atlanta, managing dir 
NBC-TV, NY, dir & asso producer .... 



International Affiliates, NY, priv investment activities 



. McCann-Erickson, Houston, radio tv time buyer b prod 

Westinghouse Brdcstg, NY, production supvsr 

WLBZ, Bangor 

WISH, Indianapolis 
DFS, NY 

NBC, NY, exec vp tv net pgms b sis 
Katz, NY 

WTTV, Bloomington, local, reg'l b nat'l sis . 
WWDC, Washington, dir publicity b prom . 

WTTV, Bloomington 
WIBC, Phila, gen mgr 
KCBS, SF, sis staff 
WNEM-TV, Bay City, pgm dir 

KOBY, SF, local sis mgr 
WCSH, Portland, pgm dir 
_MKR Productions, pres 

NBC Tv Films, NY, sis rep Kansas & Missouri 
NBC, NY, exec prod 

CBS TV Film Sales, NY, supvsr film distribution 
NBC. NY, dir public affairs 
KSIX-TV, Corpus Christi, comm mgr 
WDMJ-TV, Marquette 
NBC, NY, vp tv net pgms 

WCAU-TV, Phila, prod-dir _ 
French b Italian film interests, NY, rep 

WCAU-TV, Phila, sis staff 

KHEP, Phoenix, sis mgr _ 

Tv Pgms of America, rep 

NBC Tv Film, NY, northeast sis supvsr 

WNEM-TV, Bay City, stn mgr 

WCAU Stations. Phila, vp in chg tv 

WTVJ, Miami, public service dir and publicity dir 

Citizens' Savings Bank b Trust, Hamilton, vp in chg 

business developm't b public rel's 
Screen Cems, NY, eastern rep 



NEW AFFILIATION 

ABC, Hollywood, mgr advtg b promotion 
WEEI, Boston, sis rep 
Same, southeast sis supvsr 
Same, central sis supvsr 
Storer Brdcstg, Miami, vp 
WCY, Schenectady, sis staff 
Same, Calif sis supvsr 
KICO, Calexico, asst mgr b dir prom 
Same, head of network stn clearance 
Same, northeast sis supvsr 
Screen Cems, Chi, sis staff 

WCAU Comm Film Production Div, Phila, asst to supvsr 

Odyssey Productions, NY, vp b treas 
KDAL-TV, Duluth, local sis rep 
-WCRY, Cary, stn mgr 
Same, mgr of regional sis 
KOBY, SF, sis staff 
KLRJ-TV, Las Vegas, ntl sis mgr 
Storer Brdcstg, Miami, vp 
Odyssey Productions, NY, exec dir 
KFBI, Wichita, sis dept 
NTA, NY, treas 
KEPR-TV, Pasco, sis staff 
KTRK-TV, Houston, sis staff 
WRCA-TV, NY, mgr production 
Same, co-ordinator of sis service b programing 
WLW-I, Cincinnati, sis staff 
V/LW-I, Cincinnati, sis staff 
Devney Inc, NY, acct exec 
Same, plus board of directors 
WBAL-TV, Baltimore, asst sis mgr 
WLW-I, Cincinnati, sis staff 

WWDC, Inc, Washington, vp in chg publicity, audience b sis 

prom, b research 
WLW-I, Cincinnati, sis staff 
Same, stn mgr and sis mgr 
CBS Radio Spot Sis, SF, acct exec 
Same, dir of ops 
WPFH, Wilmington, ops mgr 
Same, gen sis mgr 
Same, stn mgr 

Mills-Milford-Park, NY. partner 
Same, midwest sis supvsr 
Mills-Milford-Park, NY, partner 
Same, film co-ordinator 
Mills-Milford-Park, NY, partner 
KLFY, Lafayette, vp b gen mgr 
WEHT-TV, Henderson, sis service co-ordinator 
Same, plus board of directors 

Same, plus WCAU Comm Film Production Div, asst to supvsr 

Robert J. Enders, NY, head 
-Same, sis rep 
-KHEY, El Paso, mgr 

-ABC Film Syndication, Va, mid-southern sis rep 
Same, eastern sis mgr 
Same, vp b asst gen mgr 

Same, plus WCAU Comm Film Production Div, supvsr 
Same, publicity dir and merchandising dir 

WSRS. Cleveland, board of dir's and vp b business mgr 
Same, north-central div mgr 



1.2 
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"When media owners give us 
good information we can 
draw good conclusions," 



savs William (Pete) Matthews, Executive Assistant to the Media Director. )'oimg A Ruhicam 



"We find that more nnd more media owner* arc ask- 
ing their research people to come in and see us before 
they set started on a research project. Naturalh, this 
attitude, which I feel is quite constructive, has helped 
them do a much better all-around job in their promo- 
tion, trade paper advertising, direct mail and. of course, 
their information advertising in the Rate books. 

"Now as far as the Slumlord Rule books arc con- 
cerned, we feci, and certainly make that feeling 
known to our own publication accounts, that basic 
information in the Rate books is always likely to 
stimulate a buyer preparing a list. Giving him some 
basic information to start with will certainly lead 
him to make further comparisons. But. of course, 
it must be basic." 

These remarks were made by Mr. Matthews in the 
course of an interview, part of St vndvrii Rvte \ 
D\T\'s continuing study of advertiser and agency 
buying practices. These research findings are passed 
along to media owners in field report bulletin form, 
in Handbooks and in Copy Organizers to help them 



match their sales approaches and Service- \ds to 
buyers' needs. On the subject ol convenient intor- 
mation sources. Mr. Matthews went on to say . "We 
try to keep pertinent information in our tiles, but 
searching it out will often consume more time than 
you can afford. 

"A buyer who is trying to decide just which ot the 
available media he should consider is reallv going 
through a process of elimination, a process ot com- 
paring information that can be shown in the Rate 
books and then if a medium is indicated as a possi- 
bility, he can get further information. Hut he will 
have saved a great deal of time in the process.'" 

From time to time we reproduce, in this series ot 
"aditorinls". Service-Ads which contain substantial 
portions of the material that agency people and 
advertisers themselves designate as helpful to them 
in selecting the best media for specific advertising 
programs. Six of the hundreds of u.' etui Service-Ads 
vou'll find each month in SRDS sic reproduced on 

the following pages. continued on ill »f pavi 
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(continued from the preceding page) 



Service -Ads in SRDS help agencies and 



Here are a few examples of the hundreds of 
Servicc-Ads you'll find in the various editions 
of SRDS that ofTcr the kind of basic informa- 
tion that "Pete" Matthews talks about on the 
preceding page. It is obvious that these pub- 
lishers and station owners understand the 
difference between the purpose of their "im- 
pression ads" in the editorial-type advertising 
publications and their Service-Ads in SRDS. 
They know that agency men and advertisers 
use SRDS when they're solving market and 
media problems and making media decisions. 
The unique characteristic that creates the 



opportunity to "sell by helping people buy" is 
that SRDS does not just "reach" buyers of 
media ... buyers reach for SRDS. In SRDS 
publications you do not seek to interest buy- 
ers in your media information. Here, buyers 
seek such information. 

Furthermore, you know exactly what kind of 
user traffic your Service-Ad gets in SRDS — 
no graphic arts people, no copy cubs, no 
counter-display specialists, few retail store 
advertising people . . . national and regional 
buyers of space and time are the regidar users 
of SRDS— media buyers, account executives, 




Mass movement of goods in Georgia demands 
that major advertising effort 
be concentrated on Metropolitan Atlanta 



POPULATION NOW OV[t 

885,000 



Metropolitan Atlanta ii ihe 
dentely populated, htgh-incorm. 
area that accounts lor ONE THIRD 
of Georgia's retail tales 
Add in Atlanta'* Reiail Trading 
Zone and you gel OVER ONE HALP 
(52 41 1 of Georgia's iciiil 
Mies The Ailanr* Journal and 
Constitution dominates this 
maw maikei lor you. But 
in addition thete newtpapers 
five you a slate-wide rcadcrihip 
of remarkable rnicnsiiy Few 
newspapers in the nation, none in 
Dine, enable you to concentrate 
so heavily on an enure state 
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Creole)! tirtulotlon In th« South 

452,667 D^l, 504,759 s-^n 



©be Atlanta 2ournal 

Ceutrt Dim-* L.*' tht Drw 

THE ATLANTA CONSTTnJTION 

Tht South'* Standard Ntwtpuptr 
■lapra**M*a ky KaUy-S^iiri Ca. 



Here, a capsulation of the main features 
of the POST story reminds buyers, at 
the very point of comparison, of 
i\\<i six basic values this medium offers. 



This ATLANTA JOURNAL-CONSTITUTION Service-Ad, 
facing the Georgia state map, sells a market... 
and charts the market coverage story as well. 
SRDS Field Research tells us this is basic data in the 
eyes of anyone involved in the media-buying function. 



Why America's 
most successful 
advertisers choose 
The Saturday Evening Post 



. Advertise™ ••lehCIRCU- 
CIRCULATION LATION trend. <tcri*. 

* ' and the morr thoughtful 

Ont* follow the reader* In lias li(hl. the l'o*< • 
mnl fnmlh a a ucruhcerit rlimai to iU rUmAy. 
h«]lhy (a.na ol rrvrnt y«n Id IS56 the VtM't, 
circulation »»nl from 4.S61.638 for the bnl au 
month* to 4,949.641' for the but half year And 
to date, e-itry uaue ol the new yrmt hu lopend 
5,10O,OO(i" The Ho* h*» reoched *n allune rufh 
in popularity with read en" 



I 1 Foal COVERAGE m ewe.!** 

1 COVIRAGE ihinnnMmlHImH 
I ■■ iti o»n m-oid maub^nptun 

•*)«• and bv outaelUnf ita nramt romprlitvr b» 
60' . on the r»io>rai>d it r»» n-arhn I out of 
c-itt> 7S pFWiu o\rt 10 >e»r» OU in Amrf».e. 
1'osl aala are heat mr tn rtiajiM mmirt area*' 



| AdvertiMnf ha> erailer IMPACT 
IMPACT m the Port Execute aurvoa 
■■' ahow that miiuuw rrodm 

■pmd much more urn* Kith the Coat. pa> owre 
attention to Poet ad»»m»«n» and h*»e mtn con- 
bdencr in the product* they meet on iU Darn. 

1| The Port off*** moer 
MERCHANDISING thorough Mf.R- 
— ' CHANDISIM'. mm- 

tea than any other nufaune Amwi| tti ritra 
tmitr* are ipnial trade- prUt«jf» d^inonli 
•nd a natKflvalr trade- rrlstsme ataff otuch toft- 
aiantl; nukn (alia *t kit diKnOulive lr>rl- 



1 TV* RE5LLTS TV Sf^iy 

RESULTS f -• *a- « T'*** 



] The To*! get* U> an afl famdy 
UDIENCE AL'UltNCE tn »'c«l fr*(.n| 
' homer il i> read In 96 oi the 
hust«nd*.94' , Ol the oitea, otrl Si' ol the «>f» 
f. too. 



[ AUD 



Orti* mojoJiar et a*Tf And lnli>. 

Amerxa a t«»l read rmrtel »l» » c.rfl 
more IhorowthU rrad-and more «J»r]j rt- 
•ponded to — lh*n ever t*lj»e* 



I \ilal audn 
t ii of ytmnje*. 



IH)SI 



America 
reads the Post 



"Pwbliaher * eatiaaU 
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advertisers buy space and time 



advertising managers — the people most con- 
cerned with market and media selection. 
In SRDS you need not divert promotion dol- 
lars to costly artwork, nor use space for 
attention-getting devices. When your prospect 
turns to SRDS he wants useful information, 
arranged in simple, orderly fashion, to help 
him buy wisely without wasting time. 
The live Service-Ads on this spread, and the 
one on the following page, arc good examples 
of ads built to serve SRDS users when theVre 
building schedules; revising them; defending 
them; making final decisions. 

(continued on the following page) 
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One thing most people 
interested in farm markets say 
they like in Service-Ads is 
income data that helps them 
apportion budgets soundly; 
data like that which the 
New Jersey FARM and 
GARDEN presents here. 



Wherever they go our field reporters find agency people 

and advertisers enthusiastic about these "acetate" 

Service-Ads that overlay state maps in SRDS. 

Here KMBC-KFRM combine this opportunity to show their 

coverage patterns with a generous portion of 

market data and rating reports. 




WROC-TV provides data on homes delivered in the 
Rochester area, broken down for buyers' convenience 
by total market coverage, daytime circulation, 
nighttime circulation . . . and for various periods; 
monthly, once a week and daily average. 
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(continued from the preceding page) 



Service-Ads in SRDS help agencies 
and advertisers buy space and time 



Clou 148 

Troniportofion, TroHic 

Traffic World 



Clou H! 
Tfoniporrolion, TioMig 



Why TRAJPFIO WOULD is read by 
96.6% of the industrial traffic managers of the 
United States -a '15 billion market 

IT SERVES THEIR * JOB INTERESTS: 



IF YOU HAVE SOMETHING TO SELL INDUSTRIAL 
TRAFFIC MANAGERS, HERE IS EVIDENCE THAT 
TRATTIO WORLD IS THE PUBLICATION TO USE 



the ttuuncM ftft If«4i0| hab.il o! ladialnal 
eaedwiad by ta iWifDMI ieuu<h 
oecwtitei named and ia«d Uw.* icadcnhp 



T* d-uinfwtn brl»Rn 

'Whtfh UK of awW' 

*«fkr Htn u< ihc tan 



* ftl«i«" and aCIUal, dfdltaUd 
If tIKIUXI -Xlt ukhl 

ion « Um imi helpful ia r*uf 
i IIhiIi Am It) 



Job I — Suy Prwlghl Tr*n«p«n*(lon 

U £ Ut-pfxn buy f I? billion »onh of 1i uifpofUxoa 
anfh ><u lome SIS bul-on of Ihii money u allocated 
by tiKMmilM cpcoly roum and aclect tbt enmen — 
the nnUoe i iralftc manager*. 

To buy ihii freight Irani porta lion iheta nun h#»e to be 
ft mill* i *>iih #i( lypri of ciiricr *er>«c ind *-ih "Ml- 
10'WHk chanaei >n nm and itfulnlioni by Ihe ICC and 
olhci aoveriimen! ■(CntiC) Kulinp #1 lo pioducl dam- 
fkaiioni app!ieaiioni for fraochne. court dcciiioni <00' 
•iji*;ly efleci ihe ttlixlion of eprciAc route* and omen. 
Only • weekly publication like 1 MtK WcaiD cnaco.tr 
Ihc Acid adequately end in tint 

•drrnraie e*>oa#* of MarmMieit ti \Kt ptmety t4i- 
lariaf jo» •/ TuirK WotLD .4* lAf Afu'fl apneUI* 

iV>« ro"Wuii»eij'. Tocmc WoaiD b ine on/y fuHitw 

rMn wed C«nJilie"ll> i* lAe sort fnrtriion */ leatflr me* 

Job 2 lupimi* Ooocfa In Tio.no.lt 

The UafTk man'e rteponiibilily Invcivci much more than 
the placina of ihipmcnb (bond Ihc vehicle! o( epeofted 
carrier* He ilto hai lo wleci public wartbotuci for Ihe 
Horace end dittnbulion of ihe produclchc ihipi and ic* 
lhat Ihc (uodi am»e lo ihoi dcilmalioa petal] in food 
coadiiion If there e/e low or damage claiae tb* traffic . 
manaiei hendJei tb* oefooalioal. 

Tnaint Would imtt inu iok inurttl by fenoeiMf t*try 
»«* *ff (m^/iani »r>l anW couf ittatent tfuvng 
fcodt in iraniil. anrf by runninf trttflu on nWfrn me lf|< 
<Mr o/ *n6fM it#/f hotuinf aflrf Moenlory cvnirvf. 

Job 3 — SupotrviB* Handling 
ind P**aki*glng 

AJooi *»(h (nrtc r*o rctpoaubdiliei t°** mexbtr — ibe 



hindlmf u>d p*(k*fini of product! to sad 00 ibipptn| 
pUifomu *nd ib wxtotan. 

Tunic Wonio ff wf i*« oni> •ucfil(aii*n irrtlxf 
ttciti unit f*r In/ormaiion on /rtrlarmf aM mcifrla/i- 
kcndUnf ffnipmen. *wl 11 U in/ on/y •xcfirail9a ihal 
ofl/'i a <if*rr wvu o/ r»mmiinM«iion oun W 4% o/ 
1*1/ connio t Utdmt Ittffic manafrrt m mm of itutf 

Job 4 - Stjltjot N*w Pl*nt •!(•• 

Another incre*ue|ly unporuni fukctKm of tb* irifftt 
(•ecuiix ii coniuluiion *iih Run*rcmcni In tbt «!«■ 
lion of oenbowic *nd plaot locniioni The key to Osu 
function ii ihc mfnc mnn*gcn epccul kno*leif|< of 
m< it rut I urn ind »heihei ihe iftneporuimn cowi of 
incoming i •» m*icnil* *nd ouiroifi^ ihipmenu »ol m*l* 
itu>keim v »nd d.tinbuiicm pUn* rouble Aaoiiwr factor 
ii ncccuibil-ij of the aew Iocmkm w *pcciflc ctxricr 

r»i anJ tnieln on lAU 

rttk'bf'Wttk U/*rm«iion On rairt anrf //fulallofu Inaf 
*J)«-| -tttfioull <ni jfbnr foranoif. at -til *j f>/inf 
(** tttp\t4 meJiun /•/ offtnAt of Muntbl «■'*! *y 

•<*e/ibe>fvnr. 



A Uudy of ihtu K|um n-uli Ihji Uttn ■ t Uf 
bemwm m/rifi >M mtuml matnhip Alb* • *rt 
Utt caw •« *d>mutn| im*ieu<oa int mtl*> ■ 
mil of row meWi The «nt <iif|UM n T«»t/i 
kIh-i tifnmtt tut iuth II <t of nuV nun. 
■>i TtiiiK u moti hdnltil at Uvea- -*!» ■ 

only I ceau pn impttvuo* 



[Clonal ia Turric nix iaci/»i^ J4*i in lb/ 

lui fnt y»n Thw laereaM icftnti Ihc froMh aad hu of Ihc 
uuiiaofUIKMI -ndmlry I- am Itll 1* l*M 
In 1**1 Ttntie W»id curicd a 'Mai of 1416 Mfn of 
(rhfhi aJ<rtrt»in|. aciwally nun ifian ihe lotal at all lif-ahi 
aj^ruuaf in all athcr buiiMH puMxaUon 



MIOM RENEWAL RATE 

Tl.m Wuid n lt>c ml* iinfli uuti of Ike cucMial 
Ii aaifonaiHMi km and toocinmcnl feautalon daia Ualnc 
nu*a(tn mux ha>e la peilom ihcu pokn. The almaai If |tad- 



oo row <*tt to cAmmiEmsr 

Obaioualr. <»n*tf»- ■htther ihey be lailioadi. irwt»n. air 
linn. »ner»m or pipe l.uc operaion - mull ie*p of 
Ihc leiwlaiory pcinin thai allccu Ihcu company ■ opcm-ooi 
and prefii funfttJit 

So tiia) ii ihc adilonal conlcnl of TueeiC Woato lhal il Ii 
mini iccdini lot cariiei c»cul»ci ai -til a> Uiinpei uaflk 
maniftn IiulK Woaio ihcrilon oflm a unique oppor< 
luniiy lo nil (a/itcn Ihc e«uifffnml Ibnl ih-ppcn ult and. 
Il uu end. f*j }t. 



TRAFFIC WORLD 
leads off with terse 
answers to the most 
important questions 
buyers of media ask, 
"Who are your 
readers, what do 
they do, and how 
does your 
publication serve 
their main job 
interests?" 
Supplementary data 
demonstrates high 
readership and 
advertising 
leadership. Brief 
Service-Ads in other 
classifications refer 
users to this page 
for detailed 
information. 



SRDS Service Salesmen can help 
you fit your own promotion 
to the media-buying pattern 

For eleven years Standard Rate's Service Sales- 
men have had continuous access to the field 
reports of interviews with people in agency and 
advertiser organizations who participate in the 
media-buying function. Each SRDS represen- 
tative possesses a considerable storehouse of 
practical and highly useable information on the 
things that influence buying decisions and the 
kinds of information that help form decisions— 
whether in the preliminary, intermediate or final 
stages of media selection. The SRDS man who 
calls on you will be very happy to sit down with 



you and review your own sales and sales pro- 
motion objectives, culling from his own analysis 
of the SRDS research and from his working 
relationship with many other media owners, the 
most pertinent information and ideas that will 
help you present the special values of your me- 
dium in terms that buyers can use to their advan- 
tage . . . and most assuredly to yours. 

If you'd like specific information applicable to 
your own promotional approach in advance of 
the next SRDS Service Salesman's call, write to 
Albert W. Moss, Executive Vice President. 
Standard Rate & Data Service. Inc., 420 Lexing- 
ton Avenue, New York 17, N. Y. 




Promotion Hand- 
books Available 

Interesting and informative 54- 
page Consumer Magazine Hand- 
book summarizes and analyzes 
the viewpoints, practices and 
needs of those who buy space in 
consumer magazines. This digest 
of hundreds of interviews with 
buyers of magazine space offers 
a revealing glimpse of the deci- 
sion side of the media-buying 
desk in terms of what you can 
do to influence the people your 
representatives must sell. 



^justness 
'J~iMcation 
''promotion 
<J{an<{()oo(i 



A newly revised Business Publi- 
cation Promotion Handbook re- 
flects the significant findings of 
field research conducted through- 
out the eight years that have 
ensued since the first book was 
prepared. It contains a new 
chapter on the spread of media 
evaluation and schedule plan- 
ning through all twelve months 
of the year. 

Copies of both the Business Pub- 
lication and Consumer Masja/ine 
Handbooks are available at no 
cost to publishers and their staffs. 



S^^S Standard Rate & Data Service, Inc. 



0 IW QqQ 



Tlie national authority serving the media-buying function 
Walter E. Hotthof, Publisher 

1740 Ridge Avenue, Evanston, 111. Sales Offices: Evanston, New York, Los Angeles 
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^ NEW AND RENEW 



ADVERTISING AGENCY PERSONNEL CHANGES 



NAME 



Anthony Albcrti 
Cordon F Baird 
Hal Ballmann 

C. B. Battcy. |r. 

Kirkc Beard 
Victor C Blocdc 
|can S Brown 
Cilbcrt L Burton 
Harry W Chcslcy, |r 
Ccorg | Cobak 
Edward D Cummings 
Andrew Diddcl 
Edgar 1 Donaldson 
Cordon W Elliott 
John Emmart 
Robert M. Cancer 
William H Ccbhardt 
Dr. Alberta Cilinsky 
Irwin A Coldbcrg 
Larry Cross 
Ccorge H Cuinan 
Dick Halstcad 
Robert O. Hollcron 
Francis Howard 
Clcn jocclyn 
Curran A lohnson 
B. David Kaplan 
lames C. Kissman 
Aaron Krochmal 
Eugene H. Kummcl 
William | Laffey 
Edwin Lcct 
Eric Mardcr 
Paul Markman 
Pcttcrson B. Marzoni 
Cracc McMullan 
Francis Ncstlcr 

Norman B. Norman 
David North 

|crc Patterson 
Daniel Potter 
Ccorge M. Prince 
William Raidt 
Carl Rcimcrs 

Norman C. Sabcc 

lack Schlichenmaicr 

Ray Shaffer 

Dr. William T. Strauss 

Fred Thumin 

Bill Walsh 

Herbert W Warden 

Dr. Elsa Whalley 

Warren Wiethaupt 

Philip Wise 

Charles Hull Wolfe 



FORMER AFFILIATION 



Bu.kc Dowling Adams NY acct exec 

Mountain States Tckphonc Denver, production of institu 

tional advtg 
Anderson McConncll. LA gen m|[i 

Lcnncn b Newell. NY 
Cuild. Bascom b Bonfigh SF Ken mgr 
D'Arcy Advtg. St Louis, exec vp b dir 
Icisop Advtg. Akron 
Robert W Orr. NY. media dir 
Fastcrn Air Lines. NY. sis mgr 

Kctchum. MacLeod b Crovc. Pittsburgh, dn of tv b radio 
Curtis Publishing. Phila. visual dir 

C'Arcy Advtg. St Louis, chairman of the board 
B ookc. Smith French b Dorrancc. radio tv dir 
Kcnyon b Eckhardt. NY asst acct research supvsr 
Crcy Advtg. NY 
|. M. Mathcs. NY. acct exec 
Robert W Orr. NY vp b acct exec 
Calvin-Farris. Kansas City acct exec 
Clcnn Advtg. San Antonio, vp 

c hcrman K Ellis. NY. vp in chg creative work 
Hemphill Inc. Pittsburgh, vp 
N'orman. Craig b Kummcl. NY vp b trcas 
fib DO LA. production asst 

Standard Register. Pittsburgh, special accounts rep 
Norman. Craig b Kummcl. NY. vp b sccty 
Donahue b Coc. NY. media buyer 
Fuller b Smith b Ross. Cleveland, acct exec 
Kcnyon b Eckhardt. NY. acct research supvsr 
EBDO. NY, acct group supvsr. vp and dir 
D'Arcy Advtg, NY. dir of research 

Gardner Advtg. St Louis, radio-tv estimator and time buvcr 
Pacific Hotel Publications, LA, production mgr of Cucst 
Informant 

K 'orman. Craig b Kummcl, NY. exec vp 
Martinson's Coffee Co. NY, advtg dir 

Time-Life International, NY, prom mgr 
Wm Esty. NY. tv dept 
Rumrill Co, NY. exec vp 
D'Arcy Advtg. NY. acct supvsr 



Croslcy b Bcndix Home Appliance, ntl advtg mgr 

Clcnn Advtg, San Antonio, vp 

Beaumont b Hohman. Kansas City 

Ciba Pharmaceutical. NY 

Cardner Advtg. St Louis, research asst 

W£EI Boston^ sis staff 

Ogilvy. Benson O Mather. NY. sr vp 

Social Research, Chicago, research psychologist 

Cardner Advtg. St. Louis, media buyer 

Compton Advtg. NY. acct co-ordinator 

McCann-Erickson. NY. copy chief 



NEW AFFILIATION 

Advertising Agencies Studio City merchandising b sis vp 
Same vp 

BB DO LA media dept 

Mjrk Schrcibe-r Advtg Denver production mgr 
Same vp 

Benton b Bowles NY copy chief and plant board 
Crcv Advtg NY copy group supvvr 
r amc vp 
Same prcs 

Same prcs b gen mgr 

Rjrkc Dowling Adams NY media dept 

Kudncr NY acct mgr 

'a me vp 

Aubrey Finlay Marlcy b Hodgson Chicago creative dir 

Roy S Durstinc SF exc staff west coatt accts 

*.imc plus chairman of eicc committees 

Walter | Klein Charlotte acct exec 

Same account research supvsr 

Charles W Hoyt NY research supvsr 

Crcy Advtg NY acct eicc 

Burk Dowling Adams NY acct exec 

Halstcad Asso Kansas City head 

Same advtg dir for brewery 

'dward Pctry Boston, chg of radio sis New England area 
MacFarland Avcyard Chi vp and chairman of plans board 
W S Walker Advtg Pittsburgh acct supvsr 
Same eicc vp 

Advertising Agencies. Studio City production dir 
Dubin. Fcldman b Kahn Pittsburgh acct exec 
Same, exec vp 

Fuller b Smith b Ross NY media buyer 
W S. Walker Advtg. Pittsburgh acct exec 
Same supvsr of market research 
Same. LA. acct supvsr. vp and dir 
Same, vp 

Same, chief time buyer 

McCann-Erickson. LA. asst production mgr 
Same, prcs 

Blainc-Thompson. NY exec staff b plans board comm prod- 
ucts div 
Erwin. Wascy. NY exec vp 
NCtVK. NY, dir of radio-tv media 
Rumrill Co. Utica exec vp Moscr b Cotins Div 
Same, vp 

Hoffman-Manning. NY. acct exec supvsr and head of plans 
board 

Kudncr Agency. NY. acct mgr 

Same, in chg San Antonio office 

Halstcad Asso, Kansas City, copy chief 

DCStVS. NY, vp b dir of professional div 

Same, group suovsr research dept 

p dward Pctry. Boston, head tv dept b office mgr 

Kastor. Farrcll. Chcsley b Clifford. NY exec vp 

Honig-Cooper Advtg. SF specialist in consumer motivation 

Same, chief space buyer 

Same, asst acct exec 

Criswold-Eshlcman. Cleveland staff 



NEW FIRMS, NEW OFFICES (Change of address) 



Agcy Advertising, Miami, has changed its name to Southern Advertising 
Blair Television's Chicago office has moved to new quarters at 333 North 
Michigan Avenue 

CBS Radio Spot Sales has opened an office in St Louis located at Ninth 
and Sidney Streets 

Halstead Asso. Kansas City, newly formed advertising agency with offices 
in the Kemocr Building 

Krupnick b Associates. St. Louis, has moved to new and expanded quar- 
ters at 508 North Crand Avenue 

Bill Meeks Library, newly formed custom library of station identifica- 
tions for music and news operators 

Mills-Milford-Park . NY. newly formed film company, formally open for 
business effective 1 August 

John D. Morgan. Chicago, newly formed advertising agency with offices 



at 360 N Michigan Avenue 
Odyssey Productions. NY, new film company to produce tv scries 
Olmsted b Foley has moved into new and expanded quarters at 1750 
Hennepin Avenue 

Package Research Institute NY. recently-formed affiliate of Lippmcott 
and Margulies 

Edward Pctry Co has opened a new Boston office in the Statler office 
bids 

Rumrill Co. Rochester, has purchased Moscr b Cotins Utica the latter 
becoming a division of Rumrill and retaining its name 

WCAU Statons, Philadelphia, has started a new division. WCAU Com- 
mcrcial Film Production 

XEM-TV, Mcxicali, new vhf station with offices in The Hotel Barbara 
Worth. El Centro. will start telecasting on 15 August 



STATION CHANGES 



C-FUN, Vancouver, B C has appointed Dcvnev Inc United States rep 
KCAK, Callup, New Mexico, has appointed Richard O'Conncll. Inc. ntl 
re"S 

KCUN-TV, Tucson, has appointed Clark Brown Co sis rep 
K)AY, Topcka. has been purchased by Ed Schulz Dale S Hclmcrs. D 
William Overton of Kansas City, and loseoh W McCroskrie of Leawoad 
|ohn W. Kluge of Washington, has bought KOME Tulsa transaction sub- 
ject to FCC approval 
KRBB-TV. El Dorado, has aooointed Richard O'Connell. Inc. ntl reps 
KRKD, LA, has apoointed Charles Bernard b Co. NY. ntl reo 
KTFS. Tcxa-kana. Texas, has appointed Richard O'Connell. Inc ntl reos 
KVEC-TV, San Luis Obispo, announces change of call letters to KSBY-TV 

by FCC authorization effective 14 |une 
KVLC. Little Rock. Arkansas, has appointed Richard O'Conncll, Inc. ntl 
reps 

Radio b TV Div of Triangle Publications. Phila. has merged with that 
of WFIL-AM, FM, TV 



Storcr Broadcasting has appointed Katz Agency NY as ntl advtg reps 

for WPFH-TV. Delaware 
WAHR Miami Beach has appointed Richard O'Conncll. Inc ntl reps 
WERI. Westerly. Rl. became the 30th Yankee Network affiliate effec- 
tive 1 July 

Richard 6. Buckley and lohn B |acgar chief exec officers of WNEW 
NY have purchased 100° 0 of the stock of Intcr-City Broadcasters 
licensee of WHIM. Providence Rl. subtcct to FCC approval 
WK AT. ABC b MBS affiliate Miami, has appointed Forioc b Co ntl rep 
WPST-TV. Miami, will become ABC-TV Network s primary affiliate 

effective 1 August 
WTTV. Indianapolis, has appointed Clark Brown Co sis rep 
WWTB. Tampa, has appointed Richard O'Conncll. Inc ntl reps 
WYZE. Atlanta, has appointed Richard O'Connell. Inc ntl reps 
ZBM-TV. Pembroke. Bermuda will become a CBS TV Network affiliate 
effective on or about 7 Nov 
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HOW * 
GOOD IS 
YOUR 
J TRADE PAPER 
^ADVERTISING 

? 




Announcing . . . 

SPONSOR'S FIRST ANNUAL 
TV/ RADIO TRADE PAPER 

ADVERTISING AWARDS 



THE NEED: Trade paper advertising in today's television and radio industry 
is improving. But quantity is moving faster than quality. Agencies and ad- 
vertisers complain, ''We don't get enough meat from tra^ ads." Stations ask, 
"What do buyers want to know?" On tfc^remise thatjS fcole is the best teach- 
er, and to do our bit t( 
and radi« ad^rtis^ 
awards. ^LdiswiprftehecTgroup of, 

c^'^ye 

jnj^of^^ve"r^er/agency 




Publisher 



COMPETITION DETAILS 

Who is eligible? 

Any tv Million, radio Nation, network, broad- 
ca*! group, "I" 1 svndiraior, ancl broadcast M'rv 
K«p, rt'p, manufacturer, producer, 01 Mipplier. 

Award Classifications 



tv stations S'»*« '°p hou ''* 

(; r »ui> l '<» $~>uo 

Croup 2 $5W tu $1000 

Croup 3 $1000 la $1,100 

Croup 1 $1300 la $2000 

Croup 5 $2000 uml mi'r 

radio stations 

Croup f> $I3I> 

Croup 7 $150 In $300 

Croup 8 $300 It, $(50 

Croup 9 ^ /.T^ f<» ffitttJ 

Croup 10 $600 nttd itver 

Croup 1 1 network- 

Croup 12 fjronp-ow lied station- 

Croup 13 lilni .*> udirnlors 

Croup 1 I t\ commercial pro«lu»*i*r» 

Crimp I 5 ltrondca-l »i-r> ire-x, rep-, 



manufacturers, producers, Mlppliors 
Awards 

|, Fir»l pl*cc winner in each group is awarded 
specially-designed plaqtie. 

2. Promotion manager of each first- place win- 
ner is awarded a $50 government bond and 
a certificate bearing his name. 

3. .Meritorious awards will he given 2nd. 3rd, 
■1th, and 5th place entries in each group. 

4. Winning campaigns will he featured in an 
Awards Issue of SPONSOR. 

Entries 

Each entry must consist of five or more differ- 
ent advertisements of a campaign that has been 
printed in any trade publication or publications 
during the 12 months preceding July 1957. 
Fach entry must also include (1) classification 
in which entry belongs; (2) name and address 
of entry; (3) names of general manager, pro- 
motion manager, and advertising agency; (1) 
single page summary expressing objective and 
strategy of the campaign with results, if known. 
Each station of a group-owned company may 
enter its individual campaign. All entries be- 
come the property of SPONSOR. 

Deadline 

Competition closes 15 August 1957. Winners 
will be announced in an is^ue of >PONSOR 
shortly after Labor Day, 1957. 

Judges 

Judges are George Abrams. vice president in 
charge of advertising, Revlon: Donald Cady, 
vice president in charge of general advertising, 
Nestle; William Dekker, vice president in 
charge of Media. McCann-Erickson : Frank B. 
Kemp, vice president and director media, Comp- 
ton; Peter G. Levathes, vice pre-ident and di- 
rector media relations. Young & Rubicam; 
L. S. Matthews, vice president and manager 
media department, Leo Burnett: Francis Mine- 
han, vice president and media director, SiC&B; 
Arthur Porter, vice president and media direc- 
tor, J. Walter Thompson: Rod MacDonald. vice 
president and media director. Guild. Bascom 
and Bonfigli. 

Special Contribution 

. . . to Broadcasters' Promotion Association: 
To encourage the aims and activity of the fast- 
growing BPA. SPONSOR will contribute S5 
tion entry. The contribution will be in the 
tn this organization for each tv and radio sta- 
name of the promotion manager of the station. 



from the president of the 

BROADCASTERS' PROMOTION ASSOCIATION 




DvvtfJ F FwmJf* 
HrTM*JcMlai| Co* In 



BROADCASTERS' PROMOTION ASSOCIATION, INC. 

ChanlnBulLknf /.'J tan4:ndStrm- Srw Ytrk 17. S Y • MVrtay HIS 7-060& 

M i h 2 1 57 



Mr Norman Glenn, Publisher 



citric, v wj« S PONSOR 

««..«>..ty iQ Eaa , 49th str „, 

'Jr. r '" u,M New York. New York 
Dear Norm: 

Fttoi M Jotumcn 



ooHcroM Congratulations on your proposed trade paper adv rt a ng 

BnnWiikt f° r tn<? broadcasting Industry' 



"'^TLu^ty ""'* The contest you propose cannot help but bring abo t a mu -r<e 

HorC ptdrma improvement in the quality of broadcast aJv-rtising n trade ub 

«.., ■ »wtm cations -- by encouraging stations and related bus nessts t I 



Ssimjrl FJber 



more criticat eye at their own advertising tl has alw ys L< n 

GcixOodt mysterv to me why so many astute station operat r6 hive sh w 

* CCI> '" tittle or no imagination, inspiration, and s o»r anship in t* •■ dver- 

"Vnwi^^Mu^TY tising of their own facilities to the trade Outs'andlng ex mp cs f 

K«e /immcsmaiin broadcast advertising or campaigns in the tr ides hav*- been pta r 

futty few and far between, despite the healt v exp<ndi - -ires made 
)oe O Hodm/ , . . .... 

umuiTn each year in this type of advertising 

John M. Kcri 

»^u)a>rN>o ( hardty need repeat. Norm, how delighted 1 am that SPONsOR 

FoMe/ H. Bwwp 

«»ot plans to contribute S5 00 to lhe Broadcaslcrs' Promoti n Asso a- 

iin.irjw Mn t :< tion for each entry received in the contest As President of BPA 

«WVI 

Paoil waaBtai ' can as9ure y° u ' W 'U do everything possible to promote LV- man- 

»oal • »xul-tv mum number of entries among BPA member stations -- as well as 

the stations throughout the country The funds derived from this 
generous contribution from SPONSOR wilt enable BPA to provide 
more and better services to its members -- and help assure its 
continuing growth and usefulness. 



Cordialty. 



David E. Partridge 
President 



DEPJ 



SPONSOR 



THE WEEKLY MAGAZINE TV AND RADIO ADVERTISERS USE 




SPONSOR ASKS 



What is there about your market which 

a buyer has to see personally to understand 




Paul Miller, managing director, If If J A, 
If heeling, II est I irginia 

\\ \\ \ As 50.000 watt I pper Ohio \ al- 
ley market lias been struck b\ iiidus- 




ti ial lightning. 

Coal from the hill;., salt from the 
earth and water from the Ohio River 
make the \V\VV \ market — 43 impor- 
tant West Virginia. Pennsylvania and 
Ohio counties the nation's fastest 
growing industrial region. Big indus- 
try translated itself into big family 
income and transformed the I pper 
Ohio Valley into an important market. 

In the past five years, a billion dol- 
lars has been spent for plant expansion 
and new construction. Industry is di- 
versified: steel, textiles, coal, chemi- 
cals, ceramics and main others. There 
has been a recent influx of primary 
aluminum manufacturing which means 
hundreds of new plants to process and 
fabricate the product. ORMET's new 
$250,000,000 plant is the world's first 
full\ integrated aluminum plant — so 
huge that new coal fields and power 
plants arc being constructed to serve it. 
Result: thousands of new jobs and new" 
families for the WW'VA market. 

W hat > more, industry is no longer 
confined to the \\ heeling-Sleubcnville 
metropolitan area and the smaller 
towns bordering on the Ohio River. 
Industry is scattered throughout 
WW YA's 13-rountj I pper Ohio Val- 
ley market. Of tremendous impor- 
tance is the fact that the Valley bat- 
more than 100. 000 skilled and semi- 
skilled industrial workers. 



Hundreds of millions of dollars in 
new plant construction are planned. 
Only sixteen weeks ago. Kaiser Alu- 
minum selected the Upper Ohio Valley 
for the location of their new plant — an 
installation so large that it will con- 
sume more elcctrieih than metropoli- 
tan Baltimore. 

\\ WVA s market is in the midst of a 
second Industrial Revolution. Upper 
Ohio Valle\ families now rank among 
the nation s most prosperous. Effec- 
tive media strategy should include a 
re-evaluation of the importance of the 
booming Upper Ohio Valley area. 

Fred Fletcher, t'.p. and gen. mgr. of 
II HAL-TV, Raleigh-Durham, A. C. 
A visit to Hie Raleigh-Durham area 
demonstrates two vital concepts of 
Eastern North Carolina as a market 
which must be seen to be fully ac- 
cepted. Eirst, despite a common mis- 
conception about the south, Eastern 




North Carolina is bustling, wide-awake 
and prosperous, having both fertile, 
multi-crop farms and highly developed 
industrialization I 101 new industries 
were established in the last three years 
according to official state figures). 
The second is that Raleigh-Durham is 
uniquely situated in the heart of the 
longest strip city of the world, which 
runs continuously from almost one end 
of the state to the other. 

Media men who visit this section of 
the ""risen south" see concrete evi- 
dences of the stale's booming economy 
I per fainilv retail sales are highest in 



the south, except Miami, higher than in 
11 central states) in residential sec- 
tions more plu?h than most in West- 
chester County and the almost total 
absence of shanty -tow us. I Practically 
all "shanties"' they see are actually to- 
bacco curing barns, and tobacco farm- 
ers these days are very rich indeed.) 

Media experts and sociologists studv - 
ing population distribution trends have 
long been intrigued by the "inter- 
urban" strip city which extends from 
Charlotte for hundreds of miles to the 
eastern coast of the state. 

More than a chain of adjacent mu- 
nicipalities, the individual cities of 
this metropolitan strip are linked by a 
common feeling of belonging — an atti- 
tude of unity. In actuality, it is one 
integrated market: Raleigh-Durham 
interurbians think nothing of driving 
70 miles to a community down the 
strip for dinner, or to make a special 
purchase. 

Visiting admen see for themselves 
that this unique tv market does not 
conform to the common pattern of an 
insular metropolitan area. 

They will see how. because of the 
strategic location of Raleigh-Durham, 
it is possible to cover virtually all of 
populated North Carolina with three 
stations, if one is WRAL-TY. 

LirtWOod T. Pitman, promotion director, 

WCSH-TI , Portland. Maine 
Sixty or more percent of Maine's in- 
come is earned in the nine Maine coun- 
ties served by WCSH-TV. Four neigh- 
boring New Hampshire counties con- 
tribute another S266.000.000 annually 
to the WCH5-TV market, for a total of 
well o\er a billion dollars. Retail sales 
for the Channel 6 area, based on Jan. 
1. 1957 SRD5 consumer market esti- 
mates, reach $003. 122.000. 

Maine is a home-town market state. 
Onlv three other states can show as 
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SOUTH BEND ? 



Iil<zli a |M'r«vnUi«;«' nf spentJuhlc ineoiiu' 
♦peril at liiciil retail le\el- !!2'< in 
\ i )fib. I'or the l.'i-c*i»nriU itutrkvl 
WCSII-T\ -er\t>, tlii— percentage 
hold, at HIS. 

Poitlantl i- Maine- tml\ met ropoli- 
tati market. It is more than 100 miles 
from Bo-ton and i> tlie largest market 
area rinrtli of Boston. Portland -up- 



"ti hom r-ltmvi 
market stair" 




ports, e\clu>i\e of eltain-o{«*ratcd 
warehouse-, six important food whole- 
salers, two drug wholesalers, more than 
300 diversified manufacturing plants, 
shipping, fishing. raik\a\ terminal fa- 
cilities for three railroads and the 
Mate's largest retail center. It* retail 
outlets regularh serve main thousand* 
of home count) ( Cumberland I buyer* 
and frequently more thoii-amb from 
fi\e adjoining Maine counties plus at 
least two New Hampshire counties. 

Reflecting recent trends. Portland 
merchant* ha\e plowed main dollars 
hack into retail shopping facility im- 
provement:- during the past three to 
five years. Portland s second suburban 
shopping center i- ju-t now being com- 
pleted. In-town -lores have kept pace 
with face-lifting and interior moderni- 
zation. Home building continue- active 
and new -chool.- mushroom in sub- 
urban area-. The past few \ears have 
seen a large spread of wholesale and 
warehouse construction in Portland's 
Bay side area. 

\\ hile not liighb industrialized, 
metropolitan Portland wage earners 
>ta(T more than 300 manufacturing 
entei pri>es w ho>e products fall into <">5 
classification- and range from auto- 
mobile and marine batteries to varus. 
Kmploy incut i- highK stable and peri- 
ods of general labor surplu- in this 
market are rare. \\erage per capita 
income in the metropolitan Portland 
area i- $5,676.00. and in the l.'Wountv 
market area S4.715.00. 

Each of the 13 counties benefits 
largely in the periods from July 1 to 
Labor Day from ever-increasing tour- 
ist and recreation bu-ine-.-. with Maine 
and New Hampshire \\ing for the 
tourist dollars in their coastal, lake 
and mountain resort areas. Popula- 
tion of both states more than doubles 
during the niid-ummer travel period. 



THE SOUTH BENO-ELKHART TELEVISION AUDIENCE 



RANK 


PROGRAM 


WSBT-TV 


STATION "A" 


STATION "B" 


1. 


1 Love Lucy 


57.5 






2. 


I've Got A Secret 


44.5 






3. 


Red Skelton Show 


43.1 






4. 


Perry Como Show 




43.0 




5. 


G. E. Theatre 


41.7 






6. 


Hitchcock Presents 


40.9 






7. 


Playhouse 90 


40.5 






8. 


December Bride 


39.6 






9. 


Gunsmoke 


39.0 






10. 


$64,000 Question 


39.0 






11. 


Climax 


36.9 






12. 


Lassie 


36.4 






13. 


The Millionaire 


35.2 






14. 


Brave Eagle 


33.5 






1 5. 


Zane Grey Theatre 


32.5 






16. 


Your Hit Parade 




32.5 




17. 


Jack Benny 


31.7 






18. 


Ed Sullivan 


31 .4 






19. 


The Lineup 


30.3 






20. 


Loretta Young 




29.7 




21. 


Burns and Allen 


29.5 






22. 


Bob Cummings 


29.1 






23. 


People Are Funny 




.28.9 




24. 


What's My Line 


28.5 






25. 


To Tell The Truth 


28.5 







Latest ARB Rating — Aprit 21 thru Aprit 27 



WSBT-TV carries 14 of the top 15 television shows in the South 
Bend market; 21 of the top 25; 3 7 of the top 50' One audience 
study after another proves that WSBT-TV dominates the South 
Bend television picture. You just don't cover South Bend unless 
you use it. Write tor detailed market data 

PAUL H. RAYMER CO., INC., NATIONAL REPRESENTATIVES 



VSBT 



TV 



IS... A CBS BASIC OPTIONAL STATION 



SOUTH 

BEND, 

IND. 

CMANNEt 
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Capsule case histories of successful 
local and regional radio campaigns 



RADIO RESULTS 



AIR CONDITIONERS 

SPONSOR: Gappy".- Sporting Goods Store AGENCY : Direct 

Capsule Case History: Only through radio could this cam- 
paign ha\e been carried off. When a promoter gets a 
sudden idea and wants to put it across immediately, radio 
can do the job. Case in point: at 3:30 p.m. on 3 July, this 
firm decided to sta) open all day for the 4 July holiday. 
The weather forecast promised a siz/.ler and Cappy's wanted 
to promote the sale of room air conditioners. It immediately 
purchased 35 one-minute announcements on WOW. By 
4:45 p.m.. commercial cop) had been written, transcribed, 
and approved by the client. At 4:55 p.m., only one hour 
and 25 minutes after the client's decision to promote, the 
first announcement was on the air. The copy line was "Get 
"em while it s hot. " implying that the holiday would be a 
scorcher. Despite a cross-up by the weatherman (the Fourth 
was fairly comfortable) Cappy s sold some 100 room air 
conditioners and set an all time one-day sales record. 

WOW. Omaha PURCHASE: Announcements 



VARIOUS 

SPONSOR: Group of merchants AGENCY: Direct 

Capsule Case History: A program where sponsors not only 
deliver their own commercials but are the '"talent" as well 
has proved successful on this Oregon station. In April 1956, 
KORE launched the Tally Ho Show, a Monday-thru-Friday 
15-minute morning program. It had two local merchants 
as participating sponsors. Today, Tally Ho runs 40 minutes 
(9:05-9:45 a.m. I. has 10 sponsors, and a waiting list of 
anxious promoters. The show is run as a direct remote from 
a big corner table in the Tally Ho Room of the Eugene Hotel. 
1 he main part of the strictly ad-lib conversation which the 
sponsors themselves provide is devoted to items of local 
interest, events in the community, and interviews with local 
people. On a morning a merchant cannot be present, the 
other sponsors plug his product for him. Herb D. Olson, 
Commercial Manager of KORE, comments: ''Commercials 
are kept short and we try to make them interesting." 

KORE, Eugene PURCHASE: Participation- 



AUTO DEALERS 

SPONSOR: Herbert S. Paris, Inc. AGENCY: Arthur Pine Asso. 

Capsule Case History: Using the psychology of laughing 
at oneself has paid for this DeSoto-Plymouth dealer in New- 
York City. Faris had been in business eight months when he 
decided to try radio advertising. Starting 17 June, this firm 
bought approximately 45 one-minute spots per week on 
WINS, between 10 a.m. and 7 p.m. Its aim was to get as 
much identification of its name and location across to car 
owners as quickly as possibly. Its advertising kick was a 
transcription of a satisfied customer (voice: Allen Swift) 
laughing about "the deal he put over on Faris." The message 
refers to Faris as "Happy Herbie. ' and in low pressure 
style states: "he just doseift know what he's doing when 
it conies to the low prices he sells his cars for." Within 
ten day s. Faris' business had increased 300 /f . Spots are 
run on WMGM, between 7:30 and 9 a.m.. but the bulk re- 
mains on WINS. Cost of campaign: some Si. 200 weekly. 

WINS (* WMGM), Y Y. PURCHASE: Vuuouncemeni- 



BANKING 

SPONSOR: Mid-America Nil. Bank AGENCY: Calkins & Ilolden 

Capsule Case History: An appealing slogan which epit- 
omizes the unusual phase of this firm's services coupled with 
radio and outdoor advertising has put this bank on the 
Chicago map. When Alid-America started in business last 
September, the majority of its accounts were local. Together 
with its agency it wished to promote as strongly as possible 
its 8:30 a.m. to 4:00 p.m. banking hours. The slogan, "Have 
you heard about the eight-thirty bank?" evolved. In Jan- 
uarv. Alid-America started using radio. It bought a five- 
minute newscast. Monday through Friday. 7:25 a.m., on 
WMAQ. (Additional promotion consists of announcements 
on WGX and WIND, car cards and posters.) Edward 
Damstra. president of Alid-America. credits radio for much 
of the rapid growth of his firm. He reports: "Since we 
started using radio in January. 1957. we have an increasing 
number of accounts coming from distant city areas.'' 

WMAQ. Chicago (& other-) PURCHASE: Newscasts & announce- 
ments 



52 



SPONSOR • 27 JULY 1957 



(A 



70 



the more you compare balanced programming, 
audience ratings, coverage, or costs per thousand— 
or trustworthy operation— the more you'll prefer 

r 

WAVE Radio 
WAVE-TV 



LOUISVILLE 

NBC AFFILIATES 



NBC SPOT SALES, EXCLUSIVE NATIONAL REPRESENTATIVES 




WFIE-TV Channel 14, the NBC affiliate in Evantville. 
is now owned and operated by WAVE, Inc. 




Same 
blanket... 
new 
label 



Same power-packed station lineup, 

same blanket western coverage. 

Only the label is changed. From now on, 

the Columbia Pacific Radio Network 

is going to be called the 

CBS Radio Pacific Network. That way, 

you know at a glance who we 

are and the things we are proud of. 




National and regional spot buys 
in work now or recently completed 



SPOT BUYS 



TV and RADIO BUYS 

Lever Bros., New York City, for its new Dove toilet soap, is open- 
ing up 15 new Southern and Southwestern markets with both tv and 
radio. Weight varies according to size of a pre-allocated market 
budget. Client prefers 20's in tv with prime nighttime periods: 
da) time radio is a supplement. Nighttime tv minutes are being used 
for audience extension. Both working women and housewives are 
the over-all audience objective. Agency: Ogilvy, Benson & Mather, 
Now York City. Bu\er: Ann Janowiez. 

P. Lorillard Co., New York City, for its Newport mentholated 
cigarettes, adds to its introductory tv and radio spot schedules 5 
August with announcements in these Western areas: part of Cali- 
fornia. Washington. Oregon. Idaho. Nevada, Utah and Arizona. 
Some cities will have both tv and radio, others only one of the 
media. Radio pattern: morning and early evening; tv: nighttime 
minutes. Schedule provides for a minimum run of six weeks as the 
cigarette goes national. Buyers: Warren Bahr and Robert Gleckler. 
Agency: Young & Rubicam. New York City. 

TV BUYS 

National Biscuit Co., New York City, is reportedly introducing a 
top-secret product called Uneeda Instant Fizz drin'c. It's being 
serviced by Ted Bates & Co., same city, and is being tv tested for 
what's described a? an indefinite period of time with daytime min- 
utes. (This is unconfirmed by the agenc\.) 

RADIO BUYS 

American Tobacco Co., New York City, for Pall Mall cigarettes, 
is understood to be buying a heavy supplementary spot radio sched- 
ule in addition to its regular 52-week campaign. The pattern re- 
portedly is 50-plus markets at the rate of two stations per market in 
a 13-week flight serie\ The flight pattern provides for five weeks 
on, two off. four on. two off. four on. Bu\er: Jack Canning. Agency: 
SSCB. New York City. I The arency decl'ned to confirm.) 

Westinghouse Electric Corp., Pittsburgh. Pa., for its fans, has 
introduced an unusual in-anrl-out broadcast pattern to a list of pre- 
selected stations during the summer months. It gets advance weith- 
er bulletins from an organization in Denver on various parts of the 
country. When the prediction is high temperatures, the agency calls 
these selected stations to give them the go-ahead on fan cop\ . Two 
or three stations are used in each of several national markets and 
announcements are aired in morning times for a two- or three da\ 
period. Copy is seldom ordered on more than two da - s" notice 
Buyer: Murrav Roffis. Agency: McCann-Erickson. New \ ork Citv. 
I Asencv did not confirm.) 
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You could call it 




PTU 



___>eads m 7 p er / 0(/s 
«at/on "B" has 7 



November. ig 5e 



. 'it 



_ _ overwhelmingly dominates its home territory . . . 

and in 20 counties of its 41 county coverage 
WJ AC-TV serves 80 to 100% of TV homes 




Here is Pennsylvania's 3rd TV Market 
with over a million TV homes . . . and 
WJAC-TV is the key to this rich and re- 
sponsive area. On its own "home grounds" 
WJAC-TV is far out front . . . and, at the 
same time, over this wide 41-county area, 
more than half a million viewer homes fol- 
low WJAC-TV three or more days a week. 
It's the efficient, effective, economical way 
to cover Southwestern Pennsylvania. 



80 to 100% □ 20 to 80% 



Get all the facts from your KATZ man! 




SPONSOR • 27 JULY 1957 

















A 






7 








'V 1 



TOP DOG 

in Central 
ARKANSAS* 



KVLC 




Reach this important mar- 
ket and 32 central Arkansas 
counties most effectively via 

KVLC radio 

Lowest cost per 1,000. Un- 
questioned leadership 
proved l»y latest "Pulse"" 
and IS consecutive monthly 
"Hooper*" ratings! 



ARKANSAS' 
ONLY MEMBER 
AIMS CROUP 



Cet the KVLC Success Story today! 
New York: Richard O'Connell, Inc. 
South: Clarke Brown Company 
Chicago: Radio-TV Rep., Inc. 
West Coast: Tracy Moore £r Associates 





News and Idea 
WRAP-UP 



ADVERTISERS 

INew Product* : Like Konsoii. 
Schick will introduce a new butane 
cigarette lighter tliis fall. Makes first 
major diversification move since 
Schick went into electric shavers in 
1930 . . . Richard Iludmit is intro- 
ducing "Bliss", a fast-formula creme- 
in-a-tuhe home permanent. Will use 
an advertising campaign geared to 
reach over 8,000.000 women via radio, 
tv and magazines . . . Hallmark 
Cards is aiming for the teen-age mar- 
ket with a new gift-wrap paper bear- 

of Harn Bela- 



tl 



ie 



signatures 



fonte. Lena Home, Eartha Kitt, Tony 
Martin. Vaughn Monroe. Perez Prado 
and Walter Schumann. Hallmark 
plans to use same design w ith a color 
change for a Christmas wrap. 

Current Campaigns: The Zlowe 

Co. is testing a reverse sales technique 
in summer ad campaign for Dannon 
Yogurt. By omitting superlatives and 
stressing but one word, 'qualit).' Gim- 
mick is series of recorded radio com- 
mercials pointing up punch line in a 
variety of accents. Saturation sched- 
ule of 1,000 20-second spots will be 
aired over 6 N.Y. stations . . . Dow 
Chemical Co. launching new Saran 
Wrap package in 45 tv markets, 18 
radio markets, plus newspapers and 
magazines . . . U. S. Steel Corp. is 
launching "Operation Snowflake." 
three-phase program to boost Xmas 
promotion of major appliances. This 
v ear's slogan. ""Make it a white Xmas 
— give her a major appliance*' will be 
backed by heavy ad campaign, dealer 
tie-ins. and direct mail . . . John H. 
Breek's new Hair Set Mist currently 
is being promoted in 13-week satura- 
tion radio campaign. \ot so long ago 
Breck did minimum of advertising, 
but since the switch to Humphrey, 
Allev & Richards ad expenditures have 
gone up fast. 

Success Stories: Poimlarify of 
Reynolds Wrap pointed up bv re- 
cent nationwide survey, shows that 8 
out of 10 housewives recognize Rey- 



nolds packaging seal. This )ear the 
seal will appear on 2\'\ billion pack- 
ages of 343 different products. Results 
of survey supported by twelfth annual 
coast-to-coast Consolidated Consumer 
Analysis, sponsored by major dailies 
which showed Rev nobis among brand 
leaders in 21 of the 23 markets sur- 
veyed . . . The Purina Dog Chow 
success story was presented by Gard- 
ner Advertising Company at opening 
summer session of the Advertising 
Club of St. Louis. 2 July. Agencv and 
client collaborated in a four-point 
program aimed at capturing lion's 
share of the current $275,000,000 an- 
nual spending for dog food, a mass 
market bigger than baby food. Agency 
used dominant newspaper space and 
heavy spot tv in opening markets 
showing high per capita sales poten- 
tial. In areas of lower potential, news- 
paper and spot tv campaign was re- 
duced, but heavy national media pro- 
gram using "The Big Story" on tv and 
Life magazine ads provided impact 
and coverage. Agency also employed 
coupon program to gain grocer ac- 
ceptance and provide point-of-sale 
device. 

People in the News: Rohert R. 
Wilson appointed sales promotion 
manager of the Argus Cameras div i- 
sion of Sylvania . . . William F. La- 
Porte elected a director of American 
Home Products Corporation . . . 
Amos M. Kidder III appointed prod- 
uct director of Chix Baby Products 
. . . Rohert W. Witt, formerly with 
Seagram, named administrative v. p. of 
Pharnia-Craft. Seagram's pharma- 
ceutical affiliate . . . Tom Russell. 
WEEL disc jockey wins first prize in 
nationwide Pepsodent promotion 
contest. Bonanza is 40 bv 20 swim- 
ming pool. Runner-up Dou? Pledger 
of K\BC receives 36 bv 18 pool as 
consolation prize. Contest called for 
d.j.'s originality in pushing consumer 
contest based on "Wonder Where the 
Yellow Went" jingle. 

Executive realignments: Vick 
Chemical Company announces 
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LITTLE ROCK 



change* in subsidiary top manage- 
ment*; Fmiik N. (.ctman, provident 
<»f lless X (ilark, I tic. \ ick's snli-"nli;ir\ 
in l*ldaml. Ohio, becomes pr c>i«l»'iil 
ami general manager i»f another sub- 
sidiary, the- Win. S. .Mrrrrll Com- 
pany, Linciimati. Nel>on .M. Ilsim- 
pher, Currently president of Merrell, 
ii|)|)t'il in Chairman of the Board. 
Itichard I). Waters. Yiek \.p.. named 
new president and general manager of 
Hess & (dark. Inc. also continuing 
as \.|>. nf parent orgatii/alrou. 

AGENCIES 

Kcstlcssness among adv ertisers. 
especially those Iteavy in air me- 
dia, inonnls l see I> JuK SPONSOK- 
Sf.Ol'Ki. 

Account shifts this week included: 

dinibinnor assumed from Kitiil 
Mogul the .Maniscbevv it/. Wine ae- 
coimt. Hills around $1.5 million. 

(fluid. Haseoni & Honfigli. lue. 
look o\er the Ilreast-( )*-(diieken 
Tuna account from FC1>. Hillings es- 
timated at SI million. (This compen- 
sates in part for loss In CHMi of 
Kegal Pale Dry account, with l.illiiijz^ 
of about S 1 .7 million. ) 

P'Arcy has resigned as agency for 
Flair, product of Anderson Clayton & 
Co. s Food division. Replacement to 
he announced. 

Foote, ("one «5t Ilelding awarded 
Crcsta HIanea Wine account. Year- 
K hillings an estimated Sl.5 million. 
Lost by J. J. Weiner & Associates. 

DSF resigned and Donabno & 
Cue acquired the Bab-O ill. T. Bab- 
bitt I account. In addition to Bab-O. 
I) & C will handle Babbitt's Bostwick. 
Cameo Copper Cleaner. Am-O. and die 
Lye Brands. I Lstimated billing ^2 
million. I 

Doy lo-Daiu'-Bernbacb appointed 
to handle advertising for Babbitt"* 
Glim Liquid Detergent ($500,000 
billing). Account formerly handled 
b\ Harry B. Cohen. 

The grovvtb of midwestcrii indus- 
trial advertising is evidenced by a 
report tbis week by tbe \\ estern 
Advertising Agency outlining ex- 
tensive expansion plans in both 
tbeir Cbiengo and Kacine offices. 

The agenc\ has added seven new 
industrial accounts in tbe past 12 
months — and made eight appointments 
to the media and creative staffs in that 
same period of time. 



.Mainline .Merger- : liionks \ < I \ ■ - 1 - 
tisiug Agenev of llulhwood ba- 
merged with the LaKdcht- agency, 
whose olhees are in New 'link anil 
llolKwood. Brook-- accounts, which 
includes ISekins Van \ Murage. ii> well 
as Di-nevlatitl. and Wall Ui-nev l'i<>. 
dmiiuits. will be handled 1<\ Lal!ot lie - 
llolKwood ulliee, \. I!. Brook-, 
founder and owner of Brooks becomes 
consultant and v. p. of the Laliochc 
agencv . . . The I -lent** Cerstenkorn 
Company joins forces whh Neale 
Vihertising \s-oi 'rates, Los \ngelcs. 
elTecli\e I. \ngiisl . . . Hal Phillip*. 



and \ssociulc*. pitl>h< it\ and prrblii 
lelalioiis i niiKsrlui s, have .dsn estab- 
lished Los \ujje|rs ollti es in iniijluu- 
tion widi Ncal Vdvei tis'mj \»«nei.iies 
and will setvtie ugeiii \ an unit! 1 - ft ton 
prtblie relations -(midpoint . . . Milton 
J. Itcckiuaii and Kdwanl hoblil/. 
have meiged tlndl I t*»pi*t 1 1* « ad 
agencies tu form Itccknrun. Koblit/. 
Inc.. I.os \ngides . . . Phyllis l.acey 
Advertising of Tampa. Ma., ex- 
panded into Lurry and Patterson, 
lue. Mis. |'h\His Lai e\ heads new 
corporation, with Paul Patten-nit, 
former director of advertising fm the 



HYDE PARK DAIRY 



H.H. Curnutt 



X 




on i 
for +he 4+h 
STRAIGHT 
YEAR... 



Vim 

Hyde Park Dairies, local sponsor, 
has just signed for the 
Hopalong Cassidy Show for the 
4th straight year on KTVH . . . 
proof positive that this exclusive 
CBS-TV station for Central 
Kansas sells... sells... sells! 



To Cover Kansas ... Buy KTVH 
Now FULL POWER! 




channel f£ ^ 



KTVH 

tans a* 



CBS Basic — Howard 0. Peterson, Gen. Mgr. 
Represented Nationally by H-R Television, Inc. 
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A pictorial review <jj local 
and national industry events 



PICTURE WRAP-UP 





How far can a guy go on behalf of a spon- 
sor? KBET-TV Sacramento newscaster Hank 
Thomley delivers Shell Oil "Two Top" tv 
commercials: stork delivers Hank twin sons 



Beauty judges beauties: KCBS woman's 
commentator Jane Todd acted as judge dur- 
ing "Miss California" beauty contest in San- 
ta Cruz then interviewed winners on KCBS 




Closed-circuit coast-to-coast telecast for 
General Electric to its distributors gets 
last minute rundown by GE execs. Y&R pro- 
ducers, and program's ho>i. Ronald Reagan 




Unexpected excitement came to American 
Brewery's anglers' contest in Chesapeake 
Bay when a seaplane dunked beside WFBR 
announcer Nick Campofreda's boat. Scoop! 



1 





Rescue of stranded water tower mainte- 
nance man when tower ladder collapsed was 
accomplished by whirly-bird pilot Wayne 
Schlesenger in K-Nl'Z's (Houston) 'copter 




Buy-in Eastman Kodak Co. on the Ed 
Sullivan show i^ discussed by Kodak offi- 
cials and the star himself. Eastman will 
begin allernate-week spon-orship on 6 Oct. 



Florida Citrus Commission, Irving 
as \.p. and secretary. 

People on the Mo\e: Henry S. 
Ikan dceted a V.P. <>f B.B.I). „\ 0. 
. . . Charles I .<■*!• I ditchings former 
;i ii< 1 crc:iii\f director <<f French 
& Preston, Inc., New \ ork. appointed 
cttulite director of MeCann-hi iekson. 
l.os \ngeles. . . . Grr* hi Shapiro 
named senior account executive far 
Norman. Craig & Kunnncl. . . . I, 
Hand MeCalie. former \.|). of Bran- 
monl & 1 loliman. lias joined creative 
staff of Turner \<I\ filisiiiir agency. 
Chicago in an e\eeuti\e capacity. . . . 
Curl Keimer.*, former head of hi* 
own agency conies out of retirement 
to join I lolTiiiaii-Manning. Inc.. a< 
Supervisor of account executives and 
h(*ad of the plans hoard. . . . Florence 
St. George lias joined the Lawrence 
C. Gnnihinner as account e\ecnli\e to 
«upervi«»e the Hourjois. Inc. Evening 
In Pari- account. . . . Marshall I*. 
Sm it li upped to account executive In 
the Gardner Advertising Co.. on 
Ralston Purina's feeds division ac- 
count. . . . Kay Weber. Jr.. for- 
merlv with Colgate Pahnolive Inter- 



national, appointed a--iM,ml account 
e\ecnli\e, \hCaim Kiiiksoii. ho*. An- 
geles idht'e. 

NETWORKS 

America n 15 r u a d e a s t i n g - Para- 
mount Theatres report* estimated 
net uperatinp profits* were down 
lor the second quarter id' 19.17. 

Both the theater* and the hioadea-t- 
ill" division acetiuut for the lower 
earning.- figure- of £957 .()()() foi the 
-ecoml (jiiaiter of 1 *J.>T. a- compared 
with 11.632.000 for the -anie period 
of 1«J5(». 

For the first six nionlli- of 1057. 
estimated net operating profit wa- >2.- 
700.000 compared with $-1,202.0110 for 
the same period of 1956. 

KCA lias marked up record first- 
half year sales of S50 1 .990. 000. 
79r higher than the previous rec- 
ord in the first half of 1956. 

Net earnings reached £20.311.000 
in compared with £20.037.000 for the 
same period last year. 

.Network tv fall programing notes: 
.Max Factor has picked up the Cur 



\hlrlfll *»/i«u foi it- fJ-0 :30 p.m. 
\himhi\ lime -lot on \B'. l\. 'I lie 
\l\lt l\rtt -liow luid heen hoiiglil |>\ an- 
iitlu i co-iiu iii hriii, Hcvlon. for the 
-\ihudav 10- 1 1 1 : "if J p.m. period, hut 
Ih \ Ion stepped out l.i-l week and I a< ■ 
loi ■.■lahhed the -how to fill the \hui- 
d.«\ line -lot alreudv hoiiglil . . . 
Keniper lii-iiranee Co. ha- pin- 
< h.i-ed the I niilhiill .^riirehoUfil ', IV 
1 1 1 i 1 1 1 1 1 4 - -jioit- -how following the 
Nf \ \ f.M.thall l<-|e, ;i-|- on MJ(. 'I \ . 
Tallin'. i \ -. starting 21 N-pteuiher . . . 
\inerieaii Home Products ha- re- 
newed it- partii ipiitinn- in three dav- 
fine \I!C l\ program- to the tune 
of >|..) million gro— hilling- -larting 
13 s epteiiiher. lienewal- are for -eg- 
nieiit- on 7 ir I in Diititih. It (.imhl lie 
) on and Owen for n l)u\. 

\\ ith network schedules for fall 
filling up. the higgesl activity this 
week centered around the special 
flio w s : 

• NBC 'I \ announced three more 
-peeial- for the upcoming -ea-on. I I I 
7 1'Mirn Command Appearance, the fir-t 
in a group of hour-long -how- spot- 
lighting hig name performers. The 
opener will he on 19 >eptemher 





4«i 
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TV in Fresno -- the big 
inland California market-- 



means 



KMJ-TV 




Best local programs 
Basic NBC-TV affiliate 




PAUL H. RAYMER, NATIONAL REPRESENTATIVE 
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I Thursday J 10-11 p.m. (2.) Three 
musical revue-variet) shows originat- 
ing in Las Vegas and sponsored h\ 
Exquisite Form Brassiere, Inc. First 
show will he on 16 .November I Satur- 
day I from 8-9 p.m. I 3 I \ 90-minute 
musical based on the Pied Piper of 
Hamelin set for 26 November I Tues- 
day I with Liggett Myers Tobacco 
Co. sponsoring. Exact time has not 
\ et been set. Filming on the classic 
is due to >tart 19 \ugust. 

• CBS TV announced a special co- 
starring Bing Crosby and Frank Sin- 
atra for 13 October sponsored bv the 
Kdsel division of Ford Motor Co. The 
program will take over the Ed Sullivan 
time slot for that night and will be 
used as a send-off vehicle for the new 
Edsel car. 

Current network tv programing 
notes-: Polaroid and RCA are the 

first advertisers to sign for NBC TV's 
newest version of the Tonight show 
(with Jack Paar I . . . Pabst Brewing 
Co.. Standard Oil Co. of Indiana 
ami the Pure Oil Co. will all co- 
sponsor ABC TV's telecast of the Col- 
lege All-Star Football Game Friday. 9 
August starting 9:30 p.m. Standard 
Oil and Pure Oil are both sponsoring 
on a regional lineup. 

Job notes: Robert Livingston has 

been appointed Pacific Coast man- 
ager of network sales for CBS TV. 
Livingston has been an account execu- 
tive in the New York office of CBS TV 
netw ork sales. 

TV STATIONS 

Have you ever heard of a PIXJVIC? 

Well, it is a promotion idea that 
KPIX. San Francisco, has introduced. 

According to the station, a PIXNTC 
is more than just a play on words — 
it's a party with everyone invited to 
combine eating and tv-viewing. 

The promotion was started with a 
kick-off party for agency and media 
people held in a local park. Then 
KPIXs publicity director. Al Bacarri. 
Jr., took the PIXNTC right to the 
area's newspaper tv columnists by visit- 
ing them with a lunch basket on one 
arin and a portable tv under the other. 

On-the-air promotion included car- 
toons, jingle and recipe contests. Bill- 
hoards and other media were also 
used to spread the word. 

KPIX feels the promotion has been 



more than successful from results of 
a partial survey which revealed that a 
majorit) of the local tradesmen are 
aware of PIXNTC and many are ask- 
ing for help in setting up their own 
^tore displays to promote eating and 
watching. 

Television Clearing House, Inc.. 
has inaugurated a co-operative 
general purchasing office for in- 
dependent tv stations. 

A subsidiary. National Television 
Purchasing Co.. has heen set up for 
this buying pool. 

This buying service, according to 
TCH president L. J. Dahhnan. is start- 
ing up yvith 20 subscribing stations. 

Tv applications: Between 8 and 13 
July one application for a neyv station 
yvas filed and tyvo stations took to the 
air. 

Application yvas made by Tele- 
Vieyvs Xeyvs Co., Rock Island. 111., for 
Channel 8. Moline. 111.. 316 kyv visual, 
yvith toyver 1,000 feet above average 
terrain, plant $877,467, yearly operat- 
ing cost $495,000. 

Neyv stations on the air yvere 
KGEZ-TV, Kalispell. Mont.. Channel 
9, CBS TV affiliate: and KPLO-TV. 
Reliance, S. D. 

People on the move: Bob Hanna 

has been appointed commercial man- 
ager of WPST-TV, Miami . . . John 
Schile has been named general man- 
ager of KMSO-TV and KGVO. Mis- 
soula. Mont. Schile comes from 
KLOR. Portland. Ore., yvhere he served 
as general manager . . . Tom Sloeum. 
formerly yvith WKZ0,TV, Kalamazoo, 
has joined the local sales staff of KEY- 
T, Santa Barbara. Calif., as an account 
executive . . . John Keenan has been 
appointed director of sales for WANE- 
TV. Fort Wayne. Keenan comes from 
WNEM-TV, Saginaw, Mich. . . . Ken 
Bagwell is the neyv assistant national 
sales manager at WTVJ. Miami. Bag- 
yvell formerly yvas sales manager of 
KXYZ. Houston . . . Smith Binning, 
former executive staff member of the 
S. I. Xeyvhouse organization, has 
joined WCAU-TV, Philadelphia, as di- 
rector of sales de\elopment . . . Ray 
Stewart, former executive producer at 
WOI-TV. Ames. Ia., has been named 
director of public affairs for WHTN- 
TV. Huntington, W. Ya. . . . Bob 
Lemon, general manager of WTTV. 
Indianapolis, has resigned . . . Ken- 
dall Smith has been appointed as- 



JIVE AND BEBOP IS THE MOST! 

. . . and that's saying the least! 
. . . especially if you wish to direct 
your message to an adult, buying 
audience! Direct your commercial 
message to the listeners who are 
in a position to buy! 92% af KGB's 
audience is in the adult category! 



SAN DIEGO... 

now has a CITY population of 
500,000 (based on the recently com- 
pleted State Census and an overall 
County population in excess of 
800,000)1 

Sell this billion dollar market by 
exposing your Client's message to 
the 92% adult audience on San 
Diego's FIRST station . . . 



KGB 



Mutual Don Lee Network 
H - R Representatives 



RADIO 
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Put your money 
where the people 



Are you reaching bass in 
people? Summer, winter, spring and 
fall, WWJ's Hi-Fi signal, personalities, 
music, and news concentrate on the 
millions of big-earning, big-spending 
folks in southeastern Michigan to 
whom WWJ is a constant companion 
and trusted friend. Use WWJ all day 
. . . every day. 



Hit Your Real Michigan Target 

Seventy per cent of Michigan's 
population commanding 75 
per cent of the state's buying 
power lives within Vi'W'J'i 
daytime primary area. 



WWJ 



AM and FM 

RADIO Af,oe 



WORLD'S FIRST RADIO STATION 
Owned and operated by The Detroit News 

Notional ffepfeienfar<Vej; Pe'erj. Griffin. WoW^arrf, Inc. 
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Down 
SHREVEPORT way 
*?,,/,,, BRANDS 

:yHA*;£ sell 

RED HOT! 




. . . when KAXY's OLE COWHAND 
WILLIE C ASTON daily corrals 
thousands of loval Negro listeners 
and R1NCS THE BELL for "that 
GOOD CARNATION MILK", while 
he milks BOSS1E. the Carnation 
Cow. 

With the hrand-conscious Negro 
listener of the Shreveport area, 
Willie's patter goes over big. . . . 

You. too. will find your sales hoom- 
ing when you put your product 
on the KANV Chuck Wagon that 
rolls every day through the homes 
..f this RICH NEGRO MARKET. 



LET KANV 
RING THE BELL 
FOR YOU! 

Write, wire or phone your 
KANV representative today! 




distant program manager for WT1C- 
TV. Hartford. Conn. . . . Frank Tuoti, 
assistant promotion, advertising and 
research manager of \\ PIN, New 
^ ork, has been named acting man- 
ager of that department . . . Gerald 
Krell has joined the promotion stafT 
of WNBC-WKNB. West Hartford. 
Conn. . . . Bob FrcMMiiming has been 
upped to assistant program director 
at WOW-TY, Omaha. Ken James, 
former a.-sistant program director at 
WOW-TV. Omaha, is now program 
director for KENS-TV, San Antonio. 

Newsweek ."Magazine is following 
its competitor. Time, into the 
radio- tv field as a property in- 
vestor. 

This week the publishers of News- 
week finalized arrangements to hu\ a 
substantial minority interest in KFSD. 
Inc., San Diego, Calif., which com- 
prises KFSD-AM-FM-TV. Purchase is 
subject to FCC approval. 

Time currently owns all or part of 
KLZ & KLZ-TV, Denver: and KDYL 
& KTVT. Salt Lake City. Time is also 
in the process of disposing of KOB & 
KOB-TV. Denver, and the purchase of 
WFMB & WFMB-TV. Indianapolis; 
WTCN & WTCN-TV. Minneapolis: 
and WOOD & WOOD-TV. Grand 
Rapids. 



RADIO STATIONS 

Idea from KRUX, Phoenix, is its 
copy control center. Here's how- 
it works : 

• The station s clients each get a 
card with a 24-hour unlisted phone 
numher that connects them directlv 
with the center. 

• New copy and emergency changes 
are then transcribed, rewritten and 
ready for the client's approval in a 
few minutes. 

Sample of use of the copy control 
center: a supermarket chain with a de- 
layed carload of overripe peaches had 
their message on the air ten minutes 
after a call to copy control. 

KRUX says copy control unit has 
been a big factor in selling clients on 
the flexibility of radio. 

Westinghouse Broadcasting Mill 
hegin separate programing for its 
FM stations beginning 5 August. 

The new policy setting the FM sta- 
tions apart from the AM operations 
will cover: KDKA-FM. Pittsburgh: 



HE HIGHEST 



tower 




m 



Eastern U.S. 

(4th highest 
in the world) 

is being erected 
right now at 

Augusta, Ga. 

1,292 feet tall 

1 ,375 feet above 
average terrain 
1 ,677 feet above 
sea level 

will serve . . . 
1 Yz million people 

will cover . . . 
more of S. C. than 
any S. Carolina 
station, PLUS . . . 
more of Ca. than 
any station outside 
of Atlanta. 



maximum power . . . 
100,000 watts 
low band VHF 
NBC b ABC networks 



CBAKMEH1^MA060SU 

Represented by Avery-Knodel, Inc. 





1050 Ice - 250 Watts - DAYTIME 

the ONLY ALL NEGRO PROGRAM Station in 



SHREVEPORT, LOUISIANA 



02 
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You get 
TWICE 
AS 

MUCH for your money 
on WKOW-TV 

You make over twice as many 
sales impressions for yaur dollar 
when you choose WKOW-TV in 
Madison. For the greatest num- 
ber of unduplicated network 
homes at the lowest cost per 
thousand your best buy is 
Channel 27. 




WKOW-TV 

ABC in Madison, Wis 



WE WISH TO CONVEY 
THE LATEST SURVEY! 

HOOPER 62% 
PULSE 50% 

BEST BUY 
IN TOWN! 

KTRN 

Wichita Falls, Texas 
Burke-Stuart, Natl Reps. 



KF.VFM, Portland. Ore.; W BZ-FM. 
Boston; and KYW-FM. Cleveland. 

In the beginning the FM'ers will op- 
crate from 4 p. in. to midnight, seven 
davs a week. 

Personnel notes: Richard P. Reed 

has been promoted to vice president 
and station manager of WICH, Nor- 
wich. Conn. . . . Charles Fellers, for- 
med) of WAYS. Charlotte. K. C. has 
joined the sales staff of WBY. Char- 
lotte . . . Ted Wolf has been appoint- 
ed station manager of KWG. Stockton. 
Calif. . . . Hamilton Illusions, ad- 
vertising director for the Bellingham 
Herald, ha* been named general man- 
ager for K.Y05. Bellingham. Wash., 
and John Sherman, former opera- 
tions director for KYOS-TY. is now 
program director for KYOS . . . 
James "Ted" Dooley has been ap- 
pointed station manager for KYI P. 
Redding, Calif., which will go on the 
air in October . . . Felix Adams has 
been appointed to the newly created 
post of vice president in charge of sta- 
tion operations for KLAC. Los Angeles 
. . . Doug Arthur has been named 
director of program plans for \YIBG, 
Philadelphia . . . Grady Edney, for- 
mer program manager for \YBZ- 
\YBZA, Boston, has been appointed 
program manager of WIBG, Philadel- 
phia . . . William R. Stark has heen 
named eastern sales manager for 
WLW, Cincinnati. Stark has been an 
account executive in Crosley s New 
York office . . . Harry W. Reith lias 
been elected to the board of directors 
and vice president of \YKST. Inc.. 
New Castle. Penna. 

Station changes: WNAV, Annapo- 
lis, has been bought by the Washing- 
ton Broadcasting Co., Henry Rau. 
president. 

FILM 

Tin* seasonal timetable for syndi- 
cation has heen running off kilter. 

Late buying b\ advertisers is the 
basic cause. 

Heavy regional buys came through 
in mid-JuK. with the result that s\ n- 
dicators are putting shows into pro- 
| duction later than ever. 

Cases in point: 

ISTA's Official Detective goes in- 
to production within the next two 
weeks. Twenty -seven markets report- 
ed pre-signed for the series. 

ABC Film Syndication's 26 Men. 



now on location shooting in Arizona, 
is set for 13 Octoher start. Fift) per- 
cent of production costs recouped in 
first week of release with sales in less 
than fift) markets, totaling over one- 
half million dollars. 

California National Productions 
has started the wheels rolling on Boots 
and Saddles (being offered for non- 
network sale) and Union Pacific. 

CBS TV Film Sales has put The 
Gray Ghost into immediate produc- 
tion for subsequent syndication sale. 

The ease for re-runs is fortified 

b) regional sales of The Honeymoon- 
ers, to Clairol. S & \Y Fine Foods and 
Ronzoni Macaroni to the tune of 
$950,000 in less than a month 

Famous Films — NTA's new tv film 
distribution division will supply sta- 
tions with low-cost, high-quality re- 
runs. Catalogue comprises a total of 
500 shows and about 200 feature films. 

Fd Grey, NTA v. p.. will bead up 
the new division, with headquarters in 
Hollywood. 

Film Focus: Official Films adds 
another first-run series to its current 




Bright young sales/audi- 
ence promotion director 
of large local station 
operation; formerly net- 
work promotion research 
analyst; some time 
sales. Creative writer, 
idea man; thorough 
knowledge broadcast in- 
dustry, 29 years old, 
college graduate. 

Looking for challenging 
offer from air medium, 
agency or advertiser. 

Write, wire Box 277, 
SPONSOR, 40 E 49 St., 
New York 17, N. Y. 
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Where Do 
Great Ideas Come From? 



From its beginnings this nation has been 
guided by great ideas. 

The men who hammered out the Constitution 
and the Bill of Rights were thinkers— men of 
vision — the best educated men of their day. 
And every major advance in our civilization 
since that time has come from minds equipped 
by education to create great ideas and put 
them into action. 

So. at the very core of our progress is the 
college classroom. It is there that the imagina- 
tion of young men and women gains the in- 
tellectual discipline that turns it to useful 
thinking. It is there that the great ideas of 
the future will be born. 

That is why the present tasks of our colleges 
and universities are of vital concern to every 



American. These institutions are doing their 
utmost to raise their teaching standards, to 
meet the steadily rising pressure for enroll- 
ment, and provide the healthy educational 
climate in which great ideas may flourish. 

They need the help of all who love freedom, all 
who hope for continued progress in science, 
in statesmanship, in the better things of life. 
And they need it now! 



If you want to know what the college crisis 
means to you, write for a free 
booklet to: HIGHER EDUCA- ;'>««. iom.t*h 
TION, Box 36, Times Square '^^■^■O 
Station, New York 36, N. Y. 3?^^ 




Sponsored as a public service, in cooperation with the Council for Financial Aid to Education 
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The Important CBS RADIO 
AUDIENCE is yours with 
KEKC, in ORKCO.VS SECOND 
LARGEST CITY. 



Eugene families have a 
buying income of §6,228.* 
well AROVE THE NATIONAL 
AVERAGE. 



Find on i about this QUARTER 
BILLION DOLLAR MAJOR 
MARKET, 5th largest in the 
Pacific Northwest. 



*S>1 V,7. 



Euqerie, Oregon, 



CJBS Radio network 
5000 WATTS - 1280 K.C. 

CONTACT WEED & $0. 



Pulse 
March '57 



® 



in 



Negro Ratings 

Morning 
Afternoon 
and 
Night 

in Results 



5,967 Ebony magazine orders in 
nine weeks. Allan Marin says, 
"We feel your station did a re- 
markable and outstanding job in 
this Ebony magazine promotion. 
You are to be congratulated on 
the effectiveness and pulling 
power of your station and the re- 
sponsiveness and loyalty of your 
Negro audience." 



WJLD 



AM 
FM 



BIRMINGHAM, ALABAMA 

The Nation's Finest 
Negro Radio Station 

Represented by FORJOE 



line-up, The Errol Flynn Theatre, an 
anthology series. 

Screen Gem's railroading series, 
Casey Jones, has been sold to over 25 
stations in the past two weeks. 

AAP's Gold Mine Library has 
chalked up new station sales: WTIC- 
TV, Hartford, Conn.; WMFD-TV. 
Wilmington, N. C, and WISH -TV, 
Indianapolis. 

Guild Films' Kingdom of the Sea 
is now in nine major markets all sold 
in July. 

Film men in the news: Marvin 
Lowe, appointed Guild Films' Mid- 
West sales manager . . . NTA names 
Cy Kaplan, sales executive, as spe- 
cial assistant to Harold Goldman, v. p. 
in charge of sales . . . Ray Fuld joins 
Official's station sales division. 

COMMERCIALS 

The Film Producers Association's 
"Keep 'Em in the East" drive this 
week got the hacking of New 
York's Mayor Kohert F. Wagner, 
Jr. 

The Mayor is currently considering 
the naming of a special coordinator to 
promote and expedite civic coopera- 
tion in respect to location permits, re- 
vision of fire regulations, clarification 
of sales tax provisions and for the gen- 
eral encouragement of film producers 
to schedule shooting in the citv. 

RCA Thesaurus reports sales 
booming on their novel commer- 
cial introductions. 

These are double-talk commentaries 
on a variety of topics and are de- 
signed as lead-ins for straight pitches 
by local announcers. 

Thesaurus subscribers started re- 
ceiving the spots on 1 July. The serv- 
ice says that every station reporting 
sales of the new sponsor campaign 
finds the spots pay for the entire 
library service — and then some. 

Technaination, new commercials 
technique, was introduced on Cli- 
max (CBS TV) last week. 

Technaination developed first by the 
Office of Naval Research, uses a me- 
chanically activated transparency of 
optical plastics to project a live ani- 
mated image. The movement of this 
image can be controlled and varied 
and is capable of reproducing fin per- 
spective) the internal and external 
working action of mechanisms. 
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WTOX 




| IN WILMINGTON 

| DELAWARE 

YOUR BIG 
| BARGAIN 

1 station covering the millions 
in the rich Delaware Valley 

| ask your Walker man about 

| the "1290 Club" 1:00-6:00 

| PM daily 

| for results that count and can 

1 be counted use 



Wilmington, Dela. 
1290 on the dial 



ft 

WTGJX 



Efiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiii urn i urn 



(>(> 



SPONSOR • 27 JULY 1957 



Main advantage of Teclmamation 
is that it is designed for live tclc\ i- 
sion and lias complete flexihilil). 

Awards: Aniiimtimi, Inc., Holly- 
wood, has won the Sweepstake Truphj 
for the hi'il television enniniereial of 
1057 from the Advertising Associa- 
tion of tin* West. 



lie wmniii" com- 



nie 



reial was for Kroner Co. 



Personnel notes: Kobrrt Sclmltz 

has heen appointed sales manager of 
Shanuis Cnlliane Film Productions and 
will coordinate national spot sales ac- 
tivities in the New York. Chicago and 
Hollywood offices . . . Krmik I'. Bibas 
has joined Transfilm as a producer- 
account executhe. Hihas formerly 
was \ ice president in charge of pro- 
duction for Roland Heed-Cross Krasiie. 

FINANCIAL 

Following arc the recently re- 
leased earnings figures lor some 
of the big air media users: 

General Electric reports earnings 
for the first half of this jear were the 
highest for am six months period in 
the company's history. Xet earnings 
reached Sl27.f52:?.000. 13'; hisher 



than the $ I 1 2,804.1 10 for the -ame 
period in 1056. Sale- of 92. 121. .'Ml I,. 
1)011 fur the first half of 1057 w.-ie 8\ 
higher than $ I ,058,0? l,(M)0 volume 
for the six month* period a \eai ago, 

Schick Inc. sale* and earning- for 
the first half of 1057 were higher than 
in tin' same period in 1050. Net in. 
come was $880,000, or 27.2', ahow 
the $002,801 figure for the period a 
\ear ago. Xet sales compare $1 1,077,- 
060 to §8,741,020 lor 26.7'; hi»h«-ri. 

W. A. SlicaflYr Pen Go. net sale- 
for the quarter ending 31 \\a\ were 
S5.613.32H as compared to $5,062,360 
in the same period of 1056. Net in- 
come was also down with $220,035 as 
against $ 475,898 for the previous 
j ear's period. 

A. K. Slalov Mfg. Go. nine months 
net income ending 30 June rose to 
$4,002,005 as compared to $3.1 1 7.0.".5 
for the corresponding period ending 
30 June 1956. 

II. J. Heinz Go. reports sales and 
earnings for the fiscal year ended 1 
Maj were the highest in its 88-\ear 
hi-tor\. Xet sales were $278,852,384, 



j j it' i ini'i tin- pievioijs sear*- s 2'i2.- 
25,0 K». Net inmme \%a- 5 lu,<>2<).2"2 
Mitnpartil t<» % lO.'iJi.'i.OU. 

Su iliiur Hint-nits. Inc. net -ale- fni 
tl ' i\ month- period ending <0 June 
.d-< ro-<- to l'i.121.170 a- a^aiu-l 
s 3,J012i;i) for -ame period in I0~,i.. 

Stork market quotation-: lollnw- 
lii" -to< k- in air media and n-lili-d 
fi« Id- ai<- li-ted each i-«-ue with ipiol.i- 
lion- for I ne-da\ thi- week ami I tie-- 
da\ the week ln-forc (Quotation- -ap- 
plied h\ \lt-i i i JJ l.vnt li, Pierre. I'euiier 
and Heme. 
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CONVERSATION PIECE 

What's Dialmanship? 
Listen: 

"What's on?" she asks. 

"Don't know," he says. 

"Check the GUIDE," she orders. 

Write your own dialogue. 

Pick any locale. Fact remains: 

all over America more than 12,000.000 

televiewers turn to TV GUIDE 

before they tune to you. They buy 

TV GUIDE every week, read it 

every day, refer to it all week long. 

Give them TV Guidance! 



Time to talk about fall program promotion is now! 
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WKY-TV COVERS 



69% OF OKLAHOMA'S POPULATION.* 

165,000 more people than in the 
area covered by the other Oklahoma 
City Television Station . . . equal 

TO MORE THAN ONE HALF OF THE 
POPULATION OF OKLAHOMA ClTY ! 

* Sales Management's 1957 Survey 
of Buying Power and N.C.S. §2 




NBC Channel 4 

THE NATION'S FIRST 
COLOR TV STATION 



The WKY Television System, Inc. 
WKY Oklohoma City 
WSFA-TV Montgomery 
WTVT Tampa— St. Petersburg 

Represented by the Katz Agency 




WKY-TV COVERS . . . 

68% OF OKLAHOMA'S RETAIL SALES/ 

134 million dollars more in retail 
sales than in the area covered by the 
other Oklahoma City Television Station 
. . . greater than the total of 
Oklahoma City's annual retail 
food and drug sales.' 



MORE PEOPLE +■ 
MORE MONEY = 
MORE SALES FOR YOU! 



In addition to 54 Oklahoma 
County coverage, WKY-TV 
serves 8 counties in Kansas and 
4 in Texas ... a total of 66 
counties. 
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SPONSOR PUBLICATIONS INC. 



What's happening in U. S. Government 
that affects sponsors, agencies, stations 



WASHINGTON WEEK 



27 JULY Despite tht* opposition li\ certain CoiHire«.<»uieii ami nniiiiitiii» heat hum other buiirc «-». 

the I'i.l, tins week seemed headed mure firmly than ever toward niilliori'/in^ n 
"significant" test of fee-tv. 

Highlights of t lie week on this issue were: 

• FCC chairman John C. Doerfer wrote Rep. Kinamicl Oiler that the commission linn 
licit only the legal right hut ;i duty under the law to permit sneh 11 Imt. Ccller hatl 
warned the FCC in writing against assuming tin- uutlmrit). 

• The l'CC took the position that until there's legislation to the (outran, it must "make 
some decision on the pending petitions'" on fee tv. 

• The deadline for filing reply arguments in the proceeding which aims to find out 
what would he a fair test of the pay system went into effect. 

Among those that participated in the FCC s quest for opinion* on whether to authorize 
pay-tv on a test basis without extensive hearings were: 

NIK , which held that the commission hud acknowledged it didn't hn\e enough 
information to justify authorizing a test, and that if that were true before the filings it 
is just as true now. 

Penn-Allen Broadcasting, which agreed with NBC that there's nothing new to 
say without repeating ones self, and urged that the FCC "put an end to all the paper fili- 
bustering and remand the case to the American public. ' 

The NAKTB, which warned that proponents don't really want a test, but are 
proposing operations of such magnitude that they would lead to permanent approval. 

A group of motion picture exhibitors, who argued that nothing should he done 
until the various experiments with wired toll-tv (mam of which are controlled by thea- 
tre interests) are under way and capable of providing information. 

Zenith, which said the onset of wired systems made it imperative that broad- 
cast fee-tv get started quickly. Otherwise wired tv might well destroy broadcast tele- 
vision. 

Celler's House Judiciary antitrust subcommittee this week drew from Skintron President 
Matthew Fox the economic picture he envisages for wired toll-tv. 
In Fox's testimony these statements appeared: 

• Homes would be wired and gadgetry installed free. The charges would be a S3 
monthly subscription in addition to specific charges for specific programs. 

• It would cost less than $6 million to wire the whole Bay area of >an Francisco 
and no more than $12 million for Los Angeles county, with telephone posts u«ed 
for the wire. I Coaxial cable, he said, wasn't necessary.) 

• Skiatron expects to be operating in L.A. and S.F. next spring I whether or not 
a baseball team moves) and in New York Cits and elsewhere in the fall of 105,°.. 

The FTC is acting against Lanolin IMns for "f lightening beauty conscious 
voting girls" with its tv commercials. 

In a complaint lodged against the Lanolin Plus people, the coiiimi**ion charge^ that 
thev falsely warned tv viewers that detergent shampoos will burn the hair of u*er*. 

The Senate Commerce Committee held a brief preliminary session on the 
nomination of Frederick Ford as a member of the FCC. 

No opposition to the appointment developed, and none is expected. 
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GETTING THE MOST FR ON 



More SELL in 
Commercials 

Will that clever use of trademark 
product-in-use surely fix the brand i 
in the viewer's mind? Not if the pich 
dull, indistinct and poorly reproduce 
obsolete film equipment. The first ste 
more "sell" in film commercials r< 
must start with station facilities. It' 
trick at all to impart "snap" and rei 
with modern RCA film room equipr 
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HOUR FILM DOLLAR... 



Have Picture Quality 

that Advertisers want . 

And Keep Your Operating Costs Down ! 

Here are three ways to improve film quality and reduce 
operating costs at the same time: 

a. Use a Vidicon film camera 

b. Use professional projectors 

c. Use an up-to-date multiplexer 

RCA Vidicon Film Camera operation not only gives the best picture 
quality, but transforms wastefulness (caused by inefficiency 
of outmoded equipment) to profit. 

Professional Film and Slide Projectors save operating dollars. 
Lamp costs are lower — lamps can operate until burn-out. Thirty to 
fifty hours of operation are not unusual for a normal 10-hour lamp. 
Rebate costs on lost commercials due to lamp failure are eliminated, 
thanks to the automatic lamp change feature. You get business 
protection plus the high quality these projectors impart. 

The RCA TP-15 Multiplexer, providing efficient layout of the system 
assures lower costs through ease of maintenance and expansion. 

The RCA Vidicon Film System provides 
the standard of film reproduction by which 
all other methods and equipment are judged. 



Ask the RCA Broadcast Representative to show 
you our detailed new film manual, "Planning TV 
Film Facilities for Color and Monochrome." 




RADIO CORPORATION of AMERICA 

BROADCAST AND TELEVISION EQUIPMENT 
CAMDEN, N. J. 

In Canada: RCA VICTOR Company Ltd., Montreal 
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A round-up of trade talk, 
trends and tips for admen 



SPONSOR HEARS 



27 JULY Jackson Associates, of Holyoke, Mass., which huys tv spots for Lestoil, has 

Copyright 1957 , 

sponsor publications inc. imparted a new personal dimension to doing husiness. 

In inviting reps to discuss a campaign it urges that they hring along the station 



Houbigaut will use spot tv this fall to anchor its department store promotion. 
Through Ellington, it will test a 15-minule flower arrangement film, followed by a 
13-vveek campaign in 20 markets. 

JWT is not leaving it entirely up to CBS Radio to get station clearances for 
the $4.2-million Ford campaign this fall. 

The agency itself is shooting out people from the media department to contact 
CBS affiliates on their home ground. 



Reports from the West Coast indicate that the Max Factor account is grow- 
ing restive. 

It bills around $5 million, with the major share going to air media. 



Madison Avenue's liveliest talk this week involved American Tobacco Presi- 
dent Paul Hahn and his board of directors. 

Bets were being made across luncheon tables that one of two things will happen: 

(1) Hahn will find himself hard-pressed for continuation in his post. 

(2) If he successfully holds the fort, Lucky Strike and Hit Parade brands will 
be split among two agencies. 

CBS, Inc., may be diversifying its interests into other sectors of the enter- 
tainment field. 

Its partnership in the forthcoming amusement park in Oceanside, Calif., could be 
just the tee-off. 

An idea which Revlon has under advisement for stimulating $64,000 Ques- 
tion ratings this fall would give viewers a chance to participate in the swag. 

Rich people would be brought in among the contestants with the proviso that their 
winnings go to lucky names drawn from a vat of letters and cards applying for the 
money. 



Pity the poor tv network press agent. He's almost in a class with the fellows 
who work in the Pentagon. 

The network pleader, after going through his own sales, programing, and legal 
department, must then proceed through: (1) the agency's publicity man; (2) the cli- 
ent's public relations spokesman; (3) the talent's p.a.; and (4) the producer's personal 
space promoter. 

The ironic side: By the time the bid for approval has passed through this maze, the 
item often already has been published or is useless. 
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REVOLUTIONARY 
DEVELOPMENT 

FOR SPOT 
COMMERCIAL 
EXCLUSIVE ON 



RC-TVIN 
ASHINGTON, 0 
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wrc-tv's new "Magic Lens technique" brings to local lire TV 
in Washington the eye-catching effects of expensive filmerl 
commercials. Now you can get network-calibre production 
values for your live spot commercial — at no extra cost. Whirls, 
wipes and split screens, and unlimited types of intricate 
dissolves, make this new effects generator one of the most 
pronounced advances in local TV. lour trademark, for 
example, can now become the focal point of a live dissolve 
into your commercial message! 

WRC-TV can also be your testing ground for new commer- 
cial ideas and forms — without costly pilot films and extra 
technical expenses. All you have to do is send your script. 



The wrc-TV Commercial Production Smicc does the re^t. 

Tiie 'Magie Lens technique" i< the latest service devel- 
oped at WRC-TV. both for advertisers and \iewers. Another 
major contribution will come this Pall with the opening of 
\vrc-t\'s new S4 million color plant. For then, the "Magic 
Lens technique" will radiate vour message in color as well 
as black-and-white. Find out now how wrc-tv's "Magic Lens 
technique" can work sales wonders for you in the nation's 
9th largest market! 
WASHINGTON, D. C. 

SOLD BY I o 1 Pi ai 



(mc) 



WRC-TV- 4 



}. WALTER THOMPSON 

(Continued from page 32 I 

media strategist has to have qualitative 
assistance from special media re.-earch 
projects. We don't work with media 
research, we live with it." 

hi defining the responsibilities of the 
rix associate media directors, Dick 
Jcnes, a JWT assoeiate media direc- 
tor, emphasized the planning and de- 
veloping of the strategy. 

"We're responsible for supervising 
the execution of the plans as well." he 
told SPONSOR. "But it's the budget 
breakdown, the media approach and 
the initial close work we do within the 
account group with the account rep. 
copy group head as well as work with 
the client directly, which generally oc- 
cupies most of our time. 

As in the case of other agency de- 
partments. Porter, as senior man and 
head of media is available as a con- 
sultant for any of the accounts. But 
the associates themselves have continu- 
ous client contact "and it's on a deci- 
sion level. 1 ' 

As Porter defines the responsibility 
of media planning, associate media di- 
rectors "in approaching a media plan, 
should consider marketing and copy 



factors. Know the prospective con- 
sumer and purpose of the campaign in 
order to match media to product re- 
quirements." 

Generally associate media directors 
sit in on the earliest copy strategy 
meetings, in order to mesh media strat- 
egy with it. Later, during the execution 
of the campaign, the individual media 
specialists on the huj ing level have 
"continuous and plenty of contact with- 
in the account group. - ' 

"'It's almost impossible to keep clear- 
cut lines of responsibilities with crea- 
tive people and get full advantage from 
them all," says Strouse. who with Stan- 
lev Kesor, Sam Meek and Henry Flow- 
er encourages all levels within the 
4500-man agency to contribute to each 
campaign beyond the specific function 
for which an executive might be re- 
sponsible. 

He is also concerned with gearing 
and staffing for expansion right now, 
preparing for the growth of the future 
before it happens. ''We analyzed each 
agency department to see how we could 
strengthen it for both present and fu- 
ture clients. In this way we can avoid 
a later need for raiding talent outside 
when new accounts come in and thus 



causing higher operational costs under 
pressure." 

"Broadly, tv-radio works the way 
media does, with its group heads," 
Jack Devine. administrative head of tv- 
radio, told sponsor . "But the over-all 
structure is more unified as well. Our 
domestic offices are closer. Once a 
week, we have telephone conferences 
with Chicago. Detroit, Hollywood, and 
these talks might last an hour or more. 
At that time, we get a chance to bring 
each other up to date on new develop- 
ments." 

"That's the advantage of a large 
agency lv department.'' says Seymour. 
"You've got that many more feelers 
right within your organization to tip 
you off on things opening up on net- 
work or on other important develop- 
ments." 

It also helps the agency render tv 
service in depth to clients, according to 
Seymour. One such service, which the 
agency feels a smaller shop could not 
afford, is the traveling producer group 
within the tv department, headed by 
Norm Varney (See sponsor 10 Octo- 
ber 1956.) These seven are tv's field 
men. traveling to local stations to work 
on live commercials, on local program- 
ing sponsored hy JWT clients and, in- 
cidentally, to scout out new develop- 
ments on the local level of tv. 
f Within each city, the JWT depart- 
| ment head is fully responsible. Corny 
, Jackson, for example, heads up JWT 
I Hollywood, essentially a tv production 
office. Jack Mosman heads the Chi- 
cago tv department, Don Thorburn in 
Detroit, servicing the tv-radio require- 
ments of the accounts originating in 
those offices. Jackson. Mosman and 
Thorburn are in constant communica- 




tive him a stiff shot of castor oil, 
and tune in KRIZ Phoenix — I'm too 
tired to go into my dance." 




You can keep "calm, cool" and collect 
sales when WBNS Radio carries your 
message to folks who are jittery to spend 
$2,739,749,000.00. But there's nothing 
nervous about Pulse rating us first during 
any quarter-hour, Monday-thru-Friday, 
day and/or night. Ask John Blair. 

WBNS RADIO 

COLUMBUS, OHIO 



If 
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lion with the Now York udiee, ihavuug 
full\ <>ii its facilities to inert require- 
incuts which can he IimiuIIciI oiih h\ 
men on the <zr< nrn<l in the New ^ oik 
network and talent center. 

Within each fit \ the JWT depart- 
lnent head is auUmummi*. I' or ex- 
ample. Corny Jackson, who head* up 
JWT. HolUwootl. essentially a t\ pro- 
duction ollice, doe-* not report to Dan 
Seymour. Hut the two men are in 
close touch, and if I lolly wood requires 
fcime >ei vice or help that New ^i oik 
can render. Jackson eon.-ult* Sewnour 
ahout it. 

" The associate media directors from 
the \arious cities also get a chance to 
get together and exchange \iews on 
special media studies ami discus-, ac- 
count problems." St rouse told SPONSOR. 
"They might see each other ahout once 
a quarter, whereas the heads of the 
department tend to he in almo>t daily 
telephone touch." 

The unification philosophy reaches 
into other J. Walter Thompson depart- 
ments as well as into media. t\ and 
research. "We want to fit the structure 
to individual talents." sav* Strouse. 
"For instance, we have some writers 
who specialize in tv, hut inosth cop\- 
writers do all media on various ac- 
counts. Their groups heads have con- 
trol of writing in all areas of media." 

It is likely that the specialization 
between film and li\e tv producers will 
e\eutually melt away. Thu> the ageucv 
will have completed the cycle from one 
of the most specialized and depart- 
mentalized agencies some three or four 
years ago, to one where unification 
and all-media contribution becomes 
the theme. 

Perhaps more re\ealing of JWT in 
operation than a mere analysis of its 
organization is a glimpse into the 
broad advertising, media and market- 
ing thinking of the agency's president 
and top department heads. In many 
ways, it's their views rather than the 
organizational structure that influence? 
the way a JWT account is handled and 
scr\ iced. 

Here are some of the thoughts of 
JWTs top executives on subjects and 
1 1 end? that concern admen today : 
► Marketing — "You cannot do efiec- 



Ont of Spartanburg's 
Twc Great 

Stations 



w 



A 



the account planning without ><>nnd 
knowledge of all the marketing prob- 
lems of the client. " »a\» Nounaii 
Xl'oUSt*. " I heri'fore. we expect >oin< 
field experience and a giesil deal of 
marketing background on the pail of 
our account rcproentath es who have 
the broadest planning tespoiiMliililN . 

"lint our general altitude i> that we 
houldn't have a spec iali/etl marketing 
department a- such. It Iui» a tcnileni \ 
to isolate itself a hit from our hu-i- 
im'« and get into urea* foreign to 
ad\ ertising. 

"Marketing is the client's basic- re- 
sponsibility, not a function of the 
agency. We can contribute our think- 
ing and account men should know how 
to do thi>. with the help of a few 

> penalized marketing men who rotate 
among account groups.'' 

► Account turnover "It can happen 
very easily that an account team goes 
stale. When this happens in a small 
agency, the account simply leaves the 
shop. Here we can change the account 
within the agency to a totally new 



giiidp of men. with a difb'ient ap- 
|i > 'h and \ lew point,"" Mrouse told 
-in - « He. " I hi* is (me .if a] ,\ l.nj..- 
a 'i<\. of ionise, and dioiild me in 

that theie- |e-~ I lien! tlllllOMT ill the 
hi" M-«I .I 'eii.ies. |n pi. ii ||i e, i t I je fit 
who ihiiiiinates a sin, ill u em s rni/lit 

le si, i |o-e In 1 1 |f Jililli Ip.lh uf th.it 
agene\ tli M tiniioMT would he II 1 1 1 1 k • - 1 \ 
there too.'' 

► \ ifihtt ///!>• r«i/io "It i an In- an 
i-'ii-llcit Inn these da\s. pa iti< nl.irh 
if \ou ie aftei a n<ni-t\ audieiH e. and 
this does not limit \onr audience to 
inral « • • 1 1 1 1 ■ 1 1 j 1 1 i t i.-s or non-tv areas l>\ 
anv means.'" sa\s |), m "si-\ inour. 

► tenture film- " I here are main 
line packages ami we've lioujjht sonic 
for at least one client.' sa\s *»e\iuour. 
""Hut ratings-week si heduling can make 
them spotty and unreliable in terms of 
.steady audience pull. Tin- priiuan 
ser\ice we can render for a national 
advertiser i~ providing him a chain o 
at giving his message at the highest 
sets-in-iist* time, and that does leave 
out features as a primary carrier. ^ 
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created for you by 

KODE-TV 



136,547 TV HOMES* IN THE JOPLIN MARKET 

Larger than Duluth, Phoenix, Ft. Woyne 

$776,919,000 Buying Income; 669,800 Totot Population 



"NOW 28% H CHER TOW-- HE 



'NOW 29% MORE POWER 1 " V. WATT 
ANY OTHER STAT ON N THE AREA 



N J S ATE ZO E"A " 
"ORE TH\N 



"NOW COVERS 136 -T T\ HOf 
MARKET— AN A L-T \'E H "H 



N OF N 



, KOOI.TV 
JOPLIN 



Te e\ s on Vaga: e et C • - 

You'll have more luck with KODE-TV- JOPLIN, MO. 

316,000 WATTS Designed Power ^ / 

101 miles Northeast of Tulsa • 150 miles South af Konsos City 
203 miles EasI of Wichila • 250 miles Southwest of Si. Louis 




Harry 0. Burke. V. P & Gen I f.'gr. 
Represented by AVERY-KNODEL 



SPARTANBURG, S.C 

CalUGrant Webb I Co. 



A Member of the Friendly Croup • KODE. KODE-TV, (oplin 



WSTV. WSTV-TV. Stcubcnvillc • WP1T Pittsburgh 
WPAR. Pjrkcrsburg • W80Y W80Y-TV Clarksburg 
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THE 

WHEELING 

INDUSTRIAL EXPANSION 
STORY BOARD 



Industrial expansion is so rapid 
in t lie Wheeling, West Va. area 
that market data released six 
months ago is now ohsolete. 




New industry, such as Olin- 
Mathieson Chemical's gigantic 
new aluminum plant covering 
1,100 acres, means new people 
. . . new buying power . . . new 
sales records for alert advertisers 




The best way to reach this busy, 
prosperous market is through 
316,000 watt WTRF-TV — the 
big station. Ask any Hollingbery 
man or call Wheeling, Cedar 
2-7777. 



Reps at work 




Jerry Glynn, Midwestern manager of AM Radio Sales, Chicago, says 
that "spot radio lias increased substantially in the Midwest. Dif- 
ferent types of ad\erlisers are now using spot radio, and those who 
are using it are doing it with more enthusiasm. Radio budgets are 
no longer throwaway budgets, and the medium is now getting siz- 
able sums of money. It's now 
more common for an advertiser to 
use 100 announcements per week 
than to bu) six. The new advertis- 
ers who have flocked to radio are 
using it because of business 
growth; then there are new com- 
panies and new products. But new 
advertisers find it difficult to get 
the times they want because many 
companies have been buying 52- 
week schedules consistently. Never- 
theless, they somehow find ways to 

squeeze in their schedules. Jerry points out that the trend to satura- 
tion is based on sound advertising principles. "There's a minimum 
number of announcements you need to be effective.' he says. "One 
spot per week is a lost cause. Sometimes you need as many as 250 
per week in a market on several stations to make a real impression 
and firmly plant your brand name in the mind of the consumer. ' 

Max Friedman, H-R Representatives. \ew York. sa)s: "What's hap- 
pening to the agency field? It used to be you would make up avail- 
abilities, put together some excellent material and make a real pres- 
entation to the buyer — explaining your avails — and discussing your 
other good information. In fact, you now almost always get a call 

for avails with the explanation 
from the buyer or his assistant 
that the information was needed 
Sesterday". How can you do a 
good job for your client or for the 
agenc\ this wax ? If the buyer or 
his assistant has no time to see 
you — if all you can do is leave 
vour avails and information and 
run— what good is a salesman? 
Better send an errand boy. its 
cheaper and just as fast. 1 ni 
proud of being a salesman — 1 
want to sell — and I'm sure all in\ rep friends do too. But can we 
sell the virtues of our properties if no one s there to listen? 1 in 
not blaming the timebu\ers. They are confronted b\ this same lack 
of time to do a good job. I'm sure they'd like to spend some time 
with us. I'm blaming the system that has come into being — too 
mam meetings and other details and not enough time for buying. 




wtrf tv 

< 

Wheeling 7, West Va. 
"a station worth 
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You Can't Sell Em If You Don't Reach Em 

and WJAR-TV Reaches More Of Em 
in The Providence Market 



SUMMARY DATA 



CALL 


TELEVISION 


MONTHLY 


WEEKLY 


LETTERS 


HOMES 


COVERAGE 


COVERAGE 


WJAR-TV 


1,186,410 


593,890 


539,130 


STATION B 


706,140 


448,390 


430,370 



*WJAR-TV Area Per 
NCS No. 2, 1956 




^WJAR-TV 

CHANNEL 10, PROVIDENCE, R.I. 

61 

Represented by Edward Petry & Company, Inc. 
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I buy- 



ter * sj 2*000 rm in - , 

r.* ,r »'-»io„ »• »«>h COn . 
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V* 



reneri in S1Q ?. 

HOMES V -„vrTI VE 
559.000 EtFLCUVfc 

BUYING INCOME . . . 
RETAIL SALES totaled 
S160jlL000inKFJl. 

« ,Cll I ^,\EA T ! ED 



SOUTHERN NORTHERN 

OREGON • CALIFORNIA 

"money markets" 

Best Buu 

KLAWATH FM.LS, OREGON 

Ask -the Meeker Co. 
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Tv and radio 
NEWSMAKERS 




Sylvester L. "Pat" Weaver has been re- 
tained by Kaiser Industries Corp. to co- 
ordinate all the firm's television adver- 
t'sing activities. Kaiser's tv interests for 
next season revoke around sponsorship of 
Maverick, ABC TV, Sunday 7:30-8:30 p.m. 
In his new capacity Weaver will be respon- 
s'b'e for publicity and promotion, commer- 
cial production and contact between Kai- 
ser, the network. Young & Rubicam and Warner Brothers I who pro- 
duce the show ) . The arrangement with Kaiser is an additional ac- 
tivity taken on by the former \BC chairman of the board. Weaver 
is also in the process of inaugurating his Program Service, produc- 
tion and distribution organization, which kicks off on 26 August. 
Mort Werner, NBC TV daytime programs v. p., is also joining Kaiser 
as director of internal tv activities for the firm's various branches. 

Lew Arnold, general manager of KTLA, 
Los Angeles, has been elected a vice presi- 
dent and member of the board of directors, 
according to an announcement made re- 
cently by the board of directors of Para- 
mount Television Productions, Inc. Ar- 
nold started his career in the broadcasting 
industry less than five years ago (in Octo- 
ber of 1952 ) as coordinator of television 
traffic for BBDO. He left the agency the following year to go with 
the DuMont Broadcasting Co. as business manager. Subsequently 
he was made director of production and eventually executive assist- 
ant to the president of DuMont. While with the network, Arnold 
also served as an executive of television stations WABD. New York, 
and WTTG, Washington, D. C. He took over the general manager 
post at KTLA in October, 1956, succeeding the late Klaus Landsberg. 

Frederick Paxson "Pax" Shaffer is 

joining Peters, Griffin. Woodward, Inc. as 
supervisor of radio new business develop- 
ment in the midwest area. The announce- 
ment was made this week by Robert H. 
leter. PGW vice president and director of 
radio. The new unit to be headed by Shaf- 
fer will be centered in Chicago. Shaffer 
comes from L. W. Ramsev Advertising. 
Davenport, la., where be uas a \ ice president and partner of the 
agencv. He acted as an account group supervisor on several agri- 
cultural and industrial accounts. Shaffer joined the Ramsay firm 
after graduation from the University of Iowa in 1938 and. except 
for three years in the Navy, served the company successively as 
copywriter, account executive, and finally vice president-partner- 
member of the board. He also supervised new business solicitation. 
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HOOPER RADIO AUDIENCE INDEX 
Metropolitan Grand Rapids, Michigan 
November, 1956 Thru January, 1957 





WJEF 


B 


C D E Ot- 


7 a.m.- 12 noon 
1 2 noo-i-6 p.m. 


27.1 
25.6 


19.2 
13.8* 


17.5 15.7 10.7 V 
23.2 17.2* 9.6 14. 7 



* fcfjlistrti to camp* nsate Jar ihv fart that Station* It ami /) xian off at local 
(tan.tr/. 




WKZO-TV — GRAND RAPIDS-K ALAM AZOO 
WKZO RADIO — KALAMAZOOBATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS KALAMAZOO 
KOLN-TV — LINCOLN. NEBRASKA 

Associated with 
WmBD RADIO — PEORIA. ILLINOIS 



YOU NEED WJEF RADIO 
FOR BALANCED COVERAGE 
OF GRAND RAPIDS! 

Metropolitan CJrand llapirls lias over ll'O.OOO radio homes Latest 
Hoopers, left, show that more of them listen to WMKK than to 
rnnj other station. 

WJEF (htivirs il.2 r < mnn MOHXIM! li>t, m r* limn lln 
>H.rt-b<st station . . . I0..V, mint AFTEHSOOX lisftn,r>! 

Let your Avery-Kinxlel man inve yon tin 1 eoNtpi-r-thon-anil i<>m- 

parison.s. 

WJEF 



CBS RADIO FOR GRAND RAPIDS AND KENT COUNTY 

Avery- Knodel. Inc., Exclusive National Representatives 

*ln /<J>9. Entile 1)1 mi diu crossed \iagara Falls nit a tightrope in fire minute*. 



SPONSOR 
SPEAKS 

Tv/Radio Basics 

Along w ith this i»ue. sponsor subscribers receive our J 1th 
annual Tv/Kadio Babies. Packed into its 272 pages are more 
useful features — more usefully presented — than at any time 
in our puhlishing liistory. 

We make tliis statement with pride and with appreciation: 
To our staff which worked unstinting])' over a six-month 
period to make this issue possible; and to our renders whose 
guidance shapes everything we do at SPONSOR. 

For example, one of the problems we faced (a problem 
we all share in today's publishing business) is giving the 
reader a full opportunity to use the material available in an 
annual like Tv/Radio Basics. Hay Jones. Y&R spot coordi- 
nator, helped bring the problem home to us. 

He told u> that with the growth of advertising activity — 
and with the size of Tv/Radio Basics keeping pace — it was 
becoming harder to readily get at the contents. What could 
we do, he asked? 

We've done something unique. Each issue of the 1957 
Basics contains a full set of convenient index tabs (you'll 
find yours right inside the front cover). Readers can apply 
the>e tabs to the introductory pages of each of the nine sec- 
tions of Basics so that finding each section becomes simple. 

The contents of Basies this year include: 

Tv. Radio, Film, and Color Basics — these facts-and-figures 
sections are considered .-o valuable by our readers that they 
have been sold in reprint form by the tens of thousands. They 
are all included in their entirety in Tv/Radio Basics — easier 
to find and keep referring back to than ever before. 

Question-and-answer briefing sections — these cover tv, 
radio, film, give you a status report on the industry designed 
for use right now and over the year to come. Included this 
year: results of a timebuyers survey showing trends in spot 
tv and radio. 

Timehuxers of the (J. S. — the most exten>i\e list yet pub- 
lished of timebuyers and their accounts. This will be pub- 
lished in installments. Parting with Basics and continuing in 
regular August i»ues of Si'ONSOR. 

this WE fight FOR: Radio, both network 
and spot, is lagging behind in the publication 
of figures on client expenditure. With spot 
television budgets now an open book, radio 
must move (juickly and follow television's lead. 

Hi) 





lO-SECOND SPOTS 

Adjacency: On a \e\v York City 
radio station recentl), the report of 
the U. S. Government stud) on cancer 
and its possible link to cigarettes was 
immediately followed by a commercial 
for Pall .Malls. 

Heading: ,V. He raid -Tribune— 
State Set 

To Protect 

Time Buyer 
From ivliorn — Persistent reps or un- 
reasonable clients? 

The Promoters: Bandini Fertilizer 
Co.. Los Angeles, who startled ra- 
dio with its slogan ("Bandini is the 
word for steer manure"), explained its 
''use of radio and how sex got into 
steer manure" at a recent meeting of 
S. California Broadcasters. To pro- 
mote the meeting, they tied it to the 
title of a current movie hit — "The 
Sweet Smell of Success." Xo point-of- 
sale tie-in this; it's a point-of-odor. 

Coinage: With the big tv show trend 
toward Westerns with both adult and 
kid appeal, how about this term to de- 
scribe them: Togetherness Westerns? 

Alert: From a KFMB. San Diego, 
news release: "KFMB believes it has 
the only entire family news director in 
the country tuned to police, fire, sheriff 
and Coast Guard radio calls 24 hours 
a day. . . . New s Director Merritt Had- 
ley and his wife. Nancy, sleep with a 
monitor radio tuned in loudly between 
their twin beds." Above and beyond 
the call of duty, we'd say. 

What's in a name? Referring to the 
Ed Sullivan-Steve Allen ratings battle, 
a recent article in Time said — in typi- 
cal 77/«esty le — "pulse-taking \ielsen 
. . . Let's not confuse the services! 

Release: From KCBS. San Francisco 
— "KCBS 10 p.m. news will now in- 
clude reports on weather conditions in 
many cities of the world . . . Typical 
readings will he: 'Berlin. 81 clear: 
Copenhagen. 64 partly cloudy : Tokyo. 
70 rain: Moscow, military secret." 
Hope you'll tell them what it's doing 
in San Francisco. 

Re-re-re-runs: From \. ). Times — 
"Radio and tv experts from 24 coun- 
tries converged here yesterday and 
found much to admire in American 
broadcasting. L nlihe the American 
public, they're seeing our summer re- 
runs from last year for the first time. 
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WSM Talent 
Explodes into New Field! 

Grand Ole Opry Artists 
Long-time Kingpins of Country Music 
Now Have Four Solid Hits 
on Pop Honor Roll! 





Tune 

WHITE SPORT COAT MARTY ROBBINS 



Billboard Honor Roll - June 17 
Number 3 



BYE, BYE LOVE 



FOUR WALLS 



EVERLY BROTHERS Number 7 

JIM REEVES Number 8 



GONE 



FERLIN HUSKEY Number 15 



LOOK FOR MORE POP HITS FROM THIS ROSTER OF 

GRAND OLE OPRY STARS 




Roy Acuff 
Chef Atkins 
Rod Brasfield 
The Carllsles 
June Carter 

Carter Sisters & Mother Maybell 
Johnny Cash 

Wilma Lee & Stoney Cooper 
Cowboy Copas 
T. Tommy Cutrer 
Flatt & Scruggs 
Hawkshaw Hawkins 



Eddie Hill 
Stonewall Jackson 
Johnny & Jack 
George Jones 
Jordanaires 
La Dell Sisters 
Lonzo & Oscar 
Benny Martin 
Minnie Pearl 
Bill Monroe 
Jimmy Newman 
Odie & Jody 



Ray Price 
Jean Shepard 
Hank Snow 
Stringbean 
Ernest Tubb 
Justin Tubb 
T Texas Tyler 
Porter Wagoner 
Kitty Wells 
Wilburn Brothers 
Del Wood 
Faron Young 



There is a difference . . . it's WSM radio 

50,000 WATTS, CLEAR CHANNEL, NASHVILLE • BLAIR REPRESENTED • BOB COOPER, GENERAL MANAGER 



.^n-ont New England--! 





more people 
spend more time 



1 



• • watching 




Operated by Yankee Network Division, RKO Teleradio Pictures, I 



